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As a leading U.S. publishing firm, 
Miller Freeman serves many key 
industries with highly-specialized 
journals that provide selective 
readership and selective advertis- 
ing coverage. Markets outside the 
U.S. are served by long-estab- 
lished publications in the world- 
wide mining and pulp and paper 
industries; plus external coverage 
of construction, commercial fish- 
eries and forest products through 
CONSTRUCTION WORLD, 
PACIFIC FISHERMAN IN- 
TERNATIONAL, THE LUM- 
BERMAN, THE TIMBERMAN, 
and a new publication, WORLD 
WOOD, which will have a con- 
trolled circulation of over 8,000 
in 85 countries. 

The combination of these ac- 
tivities provides international 
advertisers with a single source 
for selective advertising coverage 
and for authoritative market data 
on a variety of international 
industries and markets. Contact 
your nearest Miller Freeman office 
for any information you require. 
We’re glad to be of service. 


CALL THE 
MILLER FREEMAN MAN 








FOR WORLD-WIDE : 


MARKET DATA, i 
RECENT AND RIGHT . 


WORLD MINING: Covering 
the world-wide metal mining in- 
dustry. Circulation (BPA) 12,500 
(No U.S. circulation). Compan- 
ion publication to Mining World 
(North America) 
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PULP & PAPER 
INTERNATIONAL: 
Covering the world-wide 
pulp paper and paper- 
board industry. Con- 
trolled circulation over 
4,000 (No U.S. circula- 
tion). Companion publi- 
‘\ cation to Pulp & Paper 
ra (North America). 


MILLER FREEMAN PUBLICATIONS 


INTERNATIONAL OFFICES 


Portland 5, Oregon 
731 S. W. Oak St. 
CA 2-1314 


Los Angeles 65, Calif. 
3501 Eagle Rock Bivd. 
CL 5-7194 


Vancouver 3, B.C. 
402 Pender St. 
MU 5-7287 


Koln-Merheim, West Germany 
, Attendorner Str. Phone: 871752 





Chicago 26, Iilinois 
1791 Howard St. 
RO 5-3420 


New York 17, N.Y. 
370 Lexington Ave. 
MU 3-9294 


London W. 1, England 
130 Crawford St 
WEL 3624 


San Francisco 5, Calif. 
500 Howard St. 
EX 7-1881 


Seattie 4, Washington 
71 Columbia St. 
MA 2-1626 


Cleveland 3, Ohio 
4500 Euclid Ave. 
EX 1-4180 
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I’m going to be a shipbuilder when | grow up. I'll build great pas- 
senger liners ... super oil-tankers ... fast merchantmen... 

The call of the sea takes many forms. But, to be a shipbuilder demands 
intense study of engineering and science. 

Oh, I'll work hard. And my shipyards will be the best-equipped, 
anywhere. My ships will be famous for good design and construction. 
When you achieve your ambition, Philips will be there to supply much 
essential equipment: welding electrodes and plant, measuring instru- 
ments, yard and workshop lighting, staff communications, radar, ship- 
board sound systems, and many devices to improve economy and safety. 
Then, as now, Philips will be constantly developing new equipment. 
Then, as now, Philips will maintain the spirit that has made their 
products world-famous for dependability for over sixty years. 


Now - and in the future - look to 






















The Need to Increase 
Advertising Productivity 
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In a speech made before a group of advertising men, Robert J. Keith, 
Executive Vice President of Pillsbury Mills, expressed a growing concern 
of top management. He said: 





“It is not the increasing cost of advertising that worries top manage- 
ment, but the fact that advertising costs are increasing faster than advertis- 
ing productivity.” 


POPULER * 
MEKANIK 





As business costs rise and profit margins shrink, top management is d 
scrutinizing advertising expenditures and results more closely. They are 


questioning old concepts and old practices. 
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This increasing scrutiny and questioning is placing a greater bur- 
den than ever on the advertising manager and his agency to justify their 
advertising plans and media recommendations. 








As competition quickens and markets change, new factors must be 
weighed and new approaches designed to maintain advertising productivity. 
This is particularly true in Latin America. As recent governmental and 
private studies have shown, Latin America is in a period of accelerated 
change. It is “experiencing the decay of an old class system and the grow- 
ing pains of a new one.” 


New leaders and new influences are emerging from an increasingly 
vital middle class. This class is made up of a salaried and professional 
people, and owners of small to medium businesses and farms. They must 
be reached in new ways. The marketing plan that does not take into ac- 
count this influential new group will find its productivity sadly diminished. 


It_is precisely in this middle group, as surveys show, that 
MECANICA POPULAR has its greatest penetration and influence. 64.8% 
or 126,360 of its readers work in business and industry and more than 
two-thirds hold managerial or supervisory positions. 24.2% or 47,190 are 
professional people (engineers, architects, doctors, lawyers, teachers, etc.) 
and 7.5% or 14,625 work in government. 
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These people are the new “specifiers.” They are the ones on whom 
top management depends for buying recommendations. 


VILKEN BAR 


These people are not reached in any large number by such magazines 
BAST FOR ER? 


as VISION (15% readership duplication) or TIME Latin America (1.7% 
readership duplication). And yet, they are an increasingly vital influence 
in buying decisions because of the positions they hold in middle manage- 
ment. They are the new Latin America and you reach them most effective- 


ly through the pages of MECANICA POPULAR. 


Rp Shen 


President 


VOR. 











WORLD MARKETING SERVICES, INC. 


Advertising Representatives for the International Editions of POPULAR MECHANICS 
51 EAST 42nNp STREET : NEW YORK 17, NEW YORK 
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e Thumbing through the February 27 issue of Adver- 
tising Age which lists the billings of 480 ad agencies 
in the U.S. and Canada, and 197 in other countries, 
we came across some interesting and encouraging 
tid-bits. 

For example, the international billings of U.S. agen- 
cies grow at a faster rate than their domestic billings 

. in fact, some agencies reported that their inter- 
national business grew while their domestic did not . 
Many U.S. agencies entered the foreign field for the 
first time in 1960... 

Of the 25 top agencies outside of the U.S. and 
Canada, 16 are in England, 3 in Japan, 4 in Germany, 
1 in France and 1 in Australia. At the other end, one 
agency in Ecuador which employs 10 people reported 
gross billings of $60,000. 

The average British agency requires 20-25 people 
for every $1 million in volume, which is about double 
the U.S. agency requirement . .. Many of the larger 
agencies allocated over 30% of their budgets to tele- 
vision —a medium that did not exist in Britain five 
years ago. 


In this issue, as previously announced, we incor- 
porate the program of our 1961 World Congress. The 
thanks of the Association go to all those who con- 
tributed to its success by their generous advertising 
support, and we invite serious consideration of the 
June and July issues of THE INTERNATIONAL ADVER- 
TISER which will be of more than usual interest to 
our readers and permanent value to our advertisers, 
because they will carry the Proceedings of the Con- 
vention. 


Watch for announcements of the IAA Manual of 
International Advertising Standards and Practices, 
which culminates several years of effort by your 
Association. 


The IAA 1961 membership roster is out, and you 
will receive your copy shortly. Please notify head- 
quarters of any errors of omission or commission, so 
that they may be corrected in the next issue. 


HENRY R. WEBEL 
Editor 


Our Cover 


e Homage To Our Age —a “sculpture construction” 
by Richard Lippold hangs (if that’s the word) in the 
reception room of J. Walter Thompson’s New York 
office. The agency describes it as “a suitable physical 
expression of its creative and forward-looking phil- 
osophy.” 

Both through form and through material it suggests 
the three basic components of our famiilar world: 
water, earth, and air — or space. The curvilinear forms 
at the bottom made of silver-colored aluminum, sug- 
gest a wave motion of water; against these forms are 
“explosively growing”, vertical forms of earth colors 
(bronze and gold); and finally, from the center of the 
water and earth forms rises a finely-spun cloud of 
very fine, lightly-polished, stainless steel wires. 

This cloud reminds Mr. Lippold of “a large vortex 
whose lower apex becomes the source of energy as 
represented in the goiden forms, like the radiation of 
matter ... Science is on the brink of opening up an 
entirely new world of anti-matter, opposed to all that 
we know from this side of materia.” 


INCOMING MAIL 


Dear Mr. Webel: 

I am quite impressed by THE INTERNATIONAL ADVER- 
TISER . . . knowing that your efforts are solidly behind this, I 
am positive that the organ will become a very important docu- 
ment to us closely associated with international advertising 
throughout the world. —— . 

Advertising Manager 
Latin American Division 
PAN AMERICAN AIRWAYS 
Miami, Florida 
Dear Mr. Webel: 

We were very pleased to see the article about “Made in... 
Image” in the January issue of THE INTERNATIONAL AD- 
VERTISER. Since its appearance, we have received quite a 
few study results. We have filled these requests and would be 
delighted to send copies to any who may send their requests 


to your office. Judith M. Swulius 
Public Relations Director 
MARKET FACTS ROC INTERNATIONAL 
Chicago 3, Illinois 
Dear Henry: 
I do not like THE INTERNATIONAL ADVERTISER. 


Gerd Ramsauer 

Managing Director 

PUBLICITAS WERBEGESELLSCHAFT m.b.H. 
Vienna, Austria 
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e As overseas markets become more and more com- 
petitive, market research as a prime sales tool also 
becomes more important. To succeed in selling our 
products overseas we must diligently study the areas 
in which we want to sell. 

It is not very difficult to obtain the usual facts and 
figures that will be related to our actual sales potential 
in almost any foreign market. We can easily find the 
total population, gross national product, per capita 
income, residential patterns, total U. S. exports, local 
manufacture, imports from other foreign areas and the 
pattern of growth in each area. Other statistics that 
we use in the United States may be more difficult to 
obtain, but if we do enough digging we can usually 
find out all the necessary data. But, we need all the 
facts and figures— any one, by itself, can be grossly 
misleading. 


, oe wo 


Let us look at Brazil and the sale of television 
receivers. 

We take the first figure, population 60 million, and 
our hearts jump for joy. What a market! Then we 
look at the per capita income: $262.00 — not so good. 

And our hopes may go up and down as every little 
fact adds something to the total picture. And it may 
come as a surprise when we find out that there are 
close to 1 million TV receivers in use in Brazil, and 
that sales run around 10,000 a month. 

With this bit of information in mind we may start 
digging for the other answers. Are TV sets manu- 
factured or assembled locally? What percentage of 
TV sets imported come from other countries? What 
is the price situation? Which are the most popular 
brands and in which order? 

These are some of the questions that will help gauge 
our actual potential, and here is where our accumu- 
lated know-how on the techniques of market research 
comes in handy. 


Deciding Methods of Distribution 


Once total potential is determined we can judge 
our performance, if we are already in the market, or 
our sales possibilities. Now we can move to uncover 
the factors that should govern our determination of 
suitable distribution channels. The role of the inter- 
mediary selling companies, as we carefully catalog 
them in the United States, is quite different in most 
foreign areas. We must bear in mind that distributor, 
dealer, sales agent, are valid terms in the context of 
a strict definition as it may apply to our American 
business, but may be meaningless in countries where 
the economic and commercial patterns, means of 
transportation and communication, and traditional 
business organization differ from our own. 
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We find many companies which try to use the same 
type of distribution system that has been successful in 
this country without consideration of the peculiarities 
of each different market area. The successful inter- 
national trader is one who studies the distribution 
pattern which will do the most good for his sales in 
each particular market. 

Market research should play a big role in deter- 
mining your channels of distribution. Before making a 
decision you should at least know: 


Types of distributors. Are they wholesalers? Large 
retailers? 

Number of wholesale and retail outlets in the prin- 
cipal markets. 

Number of importing retailers. 

Sales methods used in your product area. Door to 
door? Through specialized shops? General stores? 


vevled _ Ul 


Transportation facilties to reach major markets. 
Cost of transportation. 

If you are selling durable products you will also 
want to know the pattern of maintenance and repair 
service and the existing service facilities. 


Once you decide distribution is a research problem 
you will find a large number of questions you may 
want answered. The very nature of your product line 
will determine which ones are applicable to your 
problem. 

Study Your Competition 

You may find markets where your competitors are 
so deeply entrenched that your case looks hopeless. 
It may pay off to apply market research and find out 
which are the factors that determined their success, 
which are their strong points and which are their 
weaknesses. In the case of a strong brand name with 
a traditional record of dominance, look also at the 
lesser brands. Are their sales increasing? Are their 
selling methods adequate? You may find out that a 
strong competitive effort is all that is needed to assure 
your share of the market. Or you may find out that 
your competition is manufacturing a special product 
for the market that you could not duplicate, or extend- 
ing credit terms that you could not match, or pricing 
you out of the market. But in either case the study 
of your competition will pay off, if not in sales in that 
market, then in experience. 

Where your products are selling well, where you 
have the market “sewed up”, research of competitive 
activities is of even greater importance. Your sales 
may be growing while you are losing a part of your 
market. The better the market, the more important it 
is to keep a constant vigil on your competition. Com- 

















national selling. 


Study Advertising and Promotion Methods 


In this era of competitive selling, every advertising 
promotion move should be based on research and 
analysis of all factors affecting sales. What types of 
advertising will do the most good? What media are 
available? What are the costs? 

These are some of the questions that, fortunately 
and thanks to the rapid development of advertising 
services here and abroad, are rather easy to answer. 

But research must also tell us how to advertise. 
What are the product features that will call attention, 
will engender a desire to buy, will spearhead action? 

We have to find, through research, where the poten- 
tial customers are located; who is most likely to make 
and influence buying decisions; what is the frequency 
of purchases; when are these prospects most likely 
to buy. 

How many of them read habitually and what do 
they read; how many watch television or listen to the 
radio; how many go to the cinema or take Sunday 
rides. 

And also through research we must find the per- 
suasive approaches that will develop sales appeal, the 
style of language that will get read, the type of illus- 
tration that will merit moer than a casual glance. 

Traditions, customs, habits, social niceties and 
taboos, attitudes toward cultural and intellectual con- 
cepts, are all factors of importance in determining our 
advertising appeals, and should be carefully studied 
and considered. 

“José” may react quite differently from “John Doe” 
in a particular situation, and should we follow closely 
our own John Doe geared advertising ways and 
methods we may find ourselves being laughed at, 
when we are being darned serious. Or we may injure 
José’s tender sensibility with a situation calculated to 
make John Doe laugh or at least chuckle. 

Product uses can make a difference. There are many 
American manufacturers who have refused to be 
licked by the scant demand for their product in its 
American application concept, and market research 
may uncover other areas of application, other uses. 


Market Research for Licensing 


Licensing U. S. products for overseas manufacture 
is not an easy solution. It is not to be taken lightly. 

On the surface, it appears to be a very expedient 
method of getting extra international income. The 
licensee gets the blueprints and some technical know- 
how, pays a fee, and then pays a royalty, usually based 
on a percentage of sales. Very often the licensor’s 
activities after the initial transaction are nil. As a 
corporation president once put it to me, “What more 
can you ask?” 

The trouble with licensing is that it looks so simple 
that many companies get into it without the benefit 
of an international department or counsel, without the 


placency has no place in the rough business of inter- 


pertinent market research, without a definite objec- 
tive, without any long-range plans, without due con- 
sideration to market potential and patterns of growth, 
with very little knowledge about the licensee, his 
organization, his degree of activity and strength to 
face competition. In this hit or miss process some agree- 
ments have been reasonably successful, thanks to the 
licensee, but many others have failed, or become in- 
active, or remained static year after year. Licensing, 
to be really effective, should be subject to a close 
scrutiny of all facts affecting sales and operations in 
the area or areas covered. 

Besides the economic data mentioned previously, 
here are some of the factors you would want to know 
before granting a license: 


About the market: 
Industry forecast of sales for the next year, 5 years, 
10 years. 

Products now on the market and their character- 
istics, advantages and disadvantages. 
Characteristics of the market. 

Competitors, how strong. 
Usual methods of sale, channels of distribution. 


About your licensee: 

His plans for your product; will he be willing to sell 

in the open market? will it be a component for his 

own products? 

His organization. Where lies his strength? in manu- 

facturing? in marketing? in research? is he prepared 

to cover the entire market? additional territory? 

His reputation in the particular field; is he well 

established or a newcomer? 

His promotional methods. Is he willing to carry the 

required promotional and advertising program? 

His ability to grow with you. Is he willing and able 

to expand into other of your products, to keep 

abreast of your research and development and 
modify or redesign as required? 

Of course, there are many other factors that depend 
on the nature of your particular product. Market re- 
search will be an invaluable tool in getting the facts 
and figures that you need to establish licensing agree- 
ments that will be profitable both in the immediate 
sales and in the long-range development and growth. 


Market Research for Manufacturing Abroad 


Before investing overseas you will want to know the 
total of economic factors, including availability of 
power, and raw materials. What is involved in import- 
ing components; are you reasonably safe for the next 
year, five years? You must study all government regu- 
lations and governmental philosophy that is prevail- 
ing. But, what are the tendencies, the mix of popular 
thinking that may change the picture? 

Wages, labor unions, social benefits, working hours, 
labor laws, are evident facts; but do not forget workers’ 
attitudes and mores, productivity. Will they work 
better under local supervisors? Will our American 
manager be the proverbial “bull in a china shop”? 

(continued on page 14) 
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LATIN AMERICA... 


A Major Growth Area 


” 


From “Selling to Latin America in the 60’s,” a presentation 
by Vision Inc., publishers of Vision and Visao Magazines. 


Will Latin America grow through evolution, or 
revolution? ... through state control? ... By means 
of an area-wide development plan like “Operation 
Pan America”? Is increased private investment from 
overseas the answer? Or will it take aid programs, 
a “new Marshall plan”? Government-to-government 
loans? Certainly, internal and external forces are pull- 
ing the Twenty Republics in as many different direc- 
tions. But the long-term outlook is UP. 

This is the area’s “Decade of Decision” on political, 
economic and social fronts. 

By applying modern methods to the farmland avail- 
able within its 20,007,000 km* (approx. 8 million 
square miles) Latin America could multiply its food 
production fivefold, providing not only self-sufficiency 
in food, but also exportable surpluses to bolster na- 
tional economies. As it is, only one country today— 
Argentina—grows all the food it needs, though both 
meat and wheat production are still recovering from 
the effects of the Peron regime. Elsewhere in Latin 
America population growth outpaces agricultural pro- 
duction. Many countries expend available capital and 
farm labor in increased production of coffee, cacao, 
cotton, and tobacco for sale on the world market 
against stiffening competition. There is a pressing 
need for growth and diversification in agricultural 
production. 

Other natural resources are similarly under-ex- 

ploited. In 1953 Latin America produced 13.4% of 
the free world’s metals and 14% of its petroleum and 
natural gas. By 1959, its petroleum and gas produc- 
tion had increased over 50% (world increase was 
33% in the same period) and metal production was 
up 19% (world increase, 15%). Yet the full mineral 
and petroleum potential of the area has not even been 
explored. 
. .Manufacturing output is on the rise with an overall 
increase of about 35% since 1953. In that year, with 
8% of the world’s people, Latin America produced 
only 3.4% of the free world’s manufactures. By con- 
trast, the U.S., with a slightly smaller population, 
produced 55% of the manufactures; Europe ac- 
counted for another 33%. In this sector, too, there is 
obviously room for expansion and the social and 
economic pressures exist to force growth. 


People + Development — Market 


There are already more people in Latin America 
than in the United States and Canada combined. By 
the end of this year there will be 200,000,000; by 
1970, 270,000,000. Only Asia is growing at a faster 
rate. But Latin America does not have Asia’s problem 
of overcrowding. Over half the South American con- 
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tinent has less than one inhabitant per square mile. 
Much of this underpopulated area is, of course, Ama- 
zonian jungle and bleak Patagonian plains. Neverthe- 
less, there is also much unused but habitable land 
which can be opened up by the application of imagi- 
nation—and money. Witness Brazil’s new capital, 
Brasilia, purposely planted far in the interior to coax 
development inland. 

The future market potential of Latin America’s 
multiplying millions is enormous. The present popula- 
tion is young (40% of those living in tropical zones 
are under 15); the birth rate is high, as is the mortal- 
ity rate among older citizens. Throughout the area 
there has been a wholesale emigration from the farms 
to the cities in search of higher living standards. To- 
day Mexico City boasts a population of over 4 million; 
Buenos Aires, 3.5 million; Rio, 3 million. In each, 
modern skyscrapers overlook tar-paper shacks and 
super-markets are flourishing. The nucleus of a mass 
consumer market is already formed. 


Marketing Skill Is the Key 


In this increasingly competitive market salesman- 
ship plays a key role. Returning travelers and busi- 
nessmen bring back reports of the growing commercial 
traffic to Latin America from all parts of the world. 
At breakfast in the coffee shops of the popular hotels 
in major Latin American capitals German, U. S., 
Japanese, Belgian, Italian and British sales agents 
and executives rub elbows as they drink their cafe 
con leche. Billboards above the city streets shout the 
wares of local breweries, German car manufacturers, 
U. S. oil companies, Japanese truck makers. Trade 
missions traipse from country to country, seeking 
government contracts and sites for trade fairs. 

The pages of international and local magazines and 
newspapers also reflect this internationalization of the 
market. In the first half of 1959, Rome Research 
reported $4,352,033 from U. S. companies com- 
pared with $2,308,708 from outside the U. S. In 
the comparable period in 1960, U. S. advertising in- 
vestment in the same media had risen to $4,451,593; 
non-U. S. to $3,118,375. This was an increase of only 
2.2% in U. S. companies’ advertising investments; 
an increase of 35% from the others. In 1959, U. S. 
advertising investment was 65% of the total; in 1960, 
it had dropped to 59%. In 1960, twenty-eight Euro- 
pean and Japanese advertisers appeared on a Rome 
list of the “top 50 advertisers in international maga- 
zines serving Latin America,” compared with twenty 
the year before. 

As the Sixties progress, and the Latin American 
market grows, competition is bound to become even 
keener. Ail of the industrial countries are now back 
in full production; all can produce quality merchan- 
dise in quantity for export. With industrial wages 
rising in Europe, an early advantage in pricing is 
gradually being reduced. Similarly, the advantage 
European companies may have enjoyed due to lenient 
credit terms is cancelled by U. S. companies who are 














meeting the competition in this respect, too. Now, 
too, more and more manufacturers from all over the 
world are licking the problems of import control 
through local manufacture. 

Today it is—more than ever—company against 
company, product against product. The Latin Ameri- 
can market for imports (conservatively estimated at 
$11 billion by 1970) and the potentially greater 
market for local manufactures will be split among the 
companies which can outsell their direct competition 
in a Latin America which is much more sophisticated 
in its buying than it was even ten years ago. 


SUPERFAST SERVICE AT A SUPERMARKET 


e In order to make the opening of a new Prisunic 
supermarket in Bordeaux a memorable event, the 
Department of Information and Public Relations of 
Synergie, Paris, was asked to organize a trip to Bor- 
deaux for 250 personalities. 

On the train which took them back to Paris in the 
evening, the guests received a specially printed, 20- 
page book with a cover in full color and containing 
a complete report of their trip and of the opening 
ceremonies they had just attended. 

The remarkable thing is that the entire job was 
done in a few hours, and the color photographs were 
transmitted to Paris by “belinograph,” so that the 
passengers were able to read the report of their trip 
even before it had ended. 


FINNISH POSTER CONTEST 


e In an endeavor to inspire young artists and at the 
same time to make Finland better known abroad, the 
Central Organization of Graphic Industries of Fin- 
land recently held a competition of poster art. Only 
Finnish subjects were allowed to be entered. The mo- 
tive was divided into four different series: a) Tour- 
ism in Finland, b) Finnish Export Industry, c) 
Finnish Culture and d) Finnish Design. The jury 
consisted of many high ranking persons in the cul- 
tural life of the country. 


There were 147 entries. The general impression 
of the competition was favorable. Most of the posters 
showed that this art branch in Finland lies on a high 
level. Many new ways of expression were shown. The 
technical skill has developed, more bright and radiant 
colors were used. There were many humorous post- 
ers. Very few had used photo-technique, and the ab- 
stract form was not very popular among the artists. 

The Swedish artist Martin Gavler had been invited 
as a foreign expert. He gave a report of the compe- 
tition in which he says: “Finnish poster art ranks the 
highest position in the Northern countries. This com- 
petition proves the statement. Of course, there are 
among the works less interesting pieces, but the top 
ones could any time stand an international compe- 
tition.” 


TABOO 


e During the past two weeks the Mandalay press has 
carried several reports of protest meetings by various 
groups concerning the use of an image of Buddha to 
advertise shoes. 

The picture to which exception is taken appeared 
in the November issue of Harper’s Bazaar. A similar 
picture appeared in a recent issue of Mademoiselle, 
and Living for Young Homemakers recently showed 
a Buddha image at the foot of a bathtub in one of 
their featured bathrooms. As Buddha is considered 
sacred and referred to as “Lord Buddha” by Burmese 
Buddhists, these pictures they consider to show de- 
liberate insult to the Buddha and by extension to 
themselves in Buddhists. 

A tendency toward easy insult on the part of some 
Burmans has permitted agitation by politically moti- 
vated parties, resulting in an exhortation that the 
monks “sacrifice their lives for the sake of religion” .. . 
unless the offending brand is withdrawn from the 
market! 

A suggestion to international advertisers: Avoid 
the use of Buddha in any place where a crucifix would 
appear inappropriate to pious Christians. 


The four posters which won awards of Fmk 300.000:—{$1,000) each, in the Finlandia Poster Competition, the first two created by P. O. Nystrém, 
the two others by Onni Vuori and Keikki Ahtiala. 
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e By unanimous decision of the special committee 
charged with the selection of the outstanding person- 
ality in the field of international advertising, this 
year’s palms went to Mr. Hideo Yoshida, president of 
Dentsu Advertising Ltd., Tokyo, Japan. 

Mr. Yoshida has not only demonstrated his great 
interest in the profession and in its practitioners but, 
as head of the largest advertising agency in Japan— 
and one of the ten largest in the world—he has worked 
actively for the promotion of sound advertising prac- 
tices in the Far East. 

He is the IAA vice-president for the Far East and 
has recently organized a 
chapter for Japan, with 
headauarters in Tokyo. 

In 1903, Hideo Yo- 
shida was born in Ko- 
kura, Kyushu, the south- 
western part of Japan. 
Since his father. passed 
away in his earliest 
days, he was brought 
up exclusively by his 
mother. His family was 
financially hard-pressed, 
and although there was 
none of the usual mis- 
ery and depression of a 
fatherless family, Hideo 
and his three brothers 
and sisters did not have 
an easy time. These 
were the circumstances 
which fostered his fight- 
ing spirit and sense of 
humanity. His intelli- 
gence had already shown 
itself to be superior, and 
he was always at the 
head of the class as a grade school pupil. He entered 
high school after finishing middle school in four years 
rather than the usual five, and entered the Economic 
Department of Tokyo University, the most famous 
and widely regarded as the best university in Japan. 
Graduating in the spring of 1928, he entered Dentsu 

Advertising Ltd., and in 1947 was appointed President. 

His executive years have been spent in revolution- 
izing not only Dentsu Advertising but the entire struc- 
ture of the advertising profession in Japan. To quote 
the words of Mr. K. Matsushita, President of Matsu- 
shita Electric Industrial Co. and one of Japan’s leading 
industrialists, “He is a man who has succeeded in 
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MR. HIDEO YOSHIDA 


creating an entirely new industry that was previously 
non-existent in Japan.” 

At the time he entered Dentsu Advertising, Japa- 
nese agencies were substantially space brokers for 
media, chiefly newspapers, and personal relationships 
played an influential part in transactions. It was con- 
sidered an open secret that the means by which ad- 
vertising agencies approached clients was neither pre- 
sentation nor idea, but banquet and rebate. There 
were no fixed standard advertising rates for news- 
papers, and since space costs and advertising rates 
were all subject to negotiation, transactions were nat- 
urally in a perpetually 
chaotic state. It was com- 
pletely different from 
the present conduct of 


business, which has been 
modernized in many 
ways. 


For the purpose of 
obtaining the results he 
desired, Mr. Yoshida de- 
voted himself not only 
to improving his own 
agency but also the 
advertising industry in 
general, and to increas- 
ing its stature in Japan. 
Some of his prominent 
contributions were the 
setting up in 1943 of 
standard newspaper ad- 
vertising rates that have 
become the basis of pres- 
ent rates in Japan. He 
also established the ABC 
organization in Japan, 
and initiated the Dentsu 
Advertising Awards sys- 
tem, which has since come to be recognized by 
advertising people in Japan as being of major 
importance. It has also been said that Japanese com- 
mercial broadcasting would not be prospering today 
had it not been for his great contribution to this field 
when it first began in Japan. 

At the company’s New Year’s Day Work Com- 
mencement Ceremony (all companies and schools in 
Japan close on that day), the president announces to 
the entire staff of the agency the target figure for bili- 
ing for the coming year. There is no other occasion 
when his forceful personality manifests itself so clearly 
as it does at this Ceremony. 
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Another Congress begins. With it go the high hopes of individual members 
from around the world and the association, itself, that this gathering will leave 
its own distinctive marks of accomplishment. 


~~ ee ; If it is a successful Congress, first among these will be a presentation of today’s 

a best thinking on international marketing—by professionals, for professionals. 
Next, the Congress can help strengthen the bonds of the International Adver- 
tising Association, advancing its stature in the most promising field in the 
world—international trade. 


r 


xa ~ 
bed 
eee . 
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Last, by no means least, the men of goodwill, who assemble for the Congress, 


<m 


Harry C. Thompson, 
Executive Director, 
Newsweek International 


Elmo C. Wilson, 
President, International 
Research Associates, Inc. 


have another opportunity to promote both 


friendships. 


The Thirteenth International I.A.A. Con- 
gress on World Marketing culminates a 
busy and eventful year for your Association. 
We sincerely hope and believe you will 
profit from this hard-hitting program even 
more than you have from those of the past. 


Let me tell you about just a few of the things 
which materialized during the past twelve 
months of I.A.A. history, and some of the 
things which lie just ahead. 

Eight new chapters in Argentina, France, 
Holland, Japan, Sweden, the United King- 
dom, Los Angeles and Pittsburgh joined the 
rolls of the International Advertising Asso- 
ciation. These were added to the already 
existing chapters in New York, Chicago, 
Lake Erie — Cleveland, Curacao and Ca- 
racas, for a grand total of thirteen chapters 
and a worldwide membership of more than 
1500 in fifty-nine countries. 


The highly successful previous congresses 
in Zurich, The Hague, and Vienna will be 
followed in September of this year by an all- 
European congress in Madrid. A well-at- 
tended initial Latin American congress last 
year in Caracas will be repeated in Brazil 
during 1962. 


individual and _ international 


Harry C. THOMPSON 
General Chairman: 13th IAA Congress 


The year 1961 also marks the publication, 
for distribution at this congress, of the I.A.A. 
Standards and Practices, which has been 
long in preparation, and which we con- 
fidently feel will serve as a stimulus to bet- 
ter advertising throughout the world. 


In June of last year the International Ad- 
vertiser was launched as a professional jour- 
nal, to which all members can point with 
pride, and the general acclaim has been 
most gratifying to the editors and directors 
alike. 
The Forward Planning Committee, estab- 
lished last fall, has adopted measures and 
elicited chapter and membership support 
which will make a major achievement in 
better integrating the purposes and activi- 
ties of the Association in the years ahead. 
Your directors are pleased to call your at- 
tention to these milestones along the way, 
and we all seek your continued support in 
moving I.A.A. toward the goals which are 
making it the powerful force it is in inter- 
national marketing. 
Welcome to the Thirteenth International 
Congress! 

ELMo C. WILSON 


President, International 
Advertising Association 
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Royds can spell sales in 137 different languages 
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1960 ad volume analysis 
shows publication leaders 





Publication percentage gains. . 
Leaders in page volume percentage 
increases for 1960 are shown in the 


following table. 


‘Leaders in Percentage Gain 
(Ranked by %) 


Per cent 
Gain 


Manufacturing Division’ 


Metlfax (3%/gx47/g) 66.67 
Purchasing Week (101/4x141/4,) 

(7x10 ad units) ....... . 45.14 
Adhesives Age . .. 40.43 
Electromechanical ‘Design ...- 40.00 
Wood & Wood Products 33.42 
Assembly & Fastener Engi- 

neering .... .. 33.08 
Western Material Handl ing.... 32.21 
SPE Journal . : 30.99 

Transportation Division" 
School Bus Trends (bi-mo.) .. 64.58 
Service Station enagrment 

(43/4x63/4,)  ........ 18 
Business/Commercial Avi- 

ation ; 3.01 
Western Aviation, Missile & 

Space Industries 2.46 

Mining Division* 
Rock Products 1.99 
Pit & Quarry 0.38 
Petroleum & Gas Division’ 
American Gas Journal 17.80 
Pipe Line Industry ‘ 4.23 
National Petroleum News 3.16 
Construction Division‘ 
Actual Specifying wana 

neering : 51.09 
Contractor (semi-mo.) 

(11x15) (7x10 ad units) 20.26 


Southwest Builder & Con- 
SS eee 
House & Home . 
Electrical South . 
Electrical Heat & Air Cons 
tioning (bi-mo.) _.......... 


Food Division® 
Poultry yeoman & & antl 
keting _.... a 
Bakers Review 
Food Becesne ell  penthoad 
(7x10 ad units) 
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.. 14.90 
12.92 


5.29 


Pages 


Gain 
308 


62 
50 


61 


Per cent Pages 
Gain Gain 


American Milk Review ........ 5.05 49 
Distribution & Services Division’ 
Selling Sporting Goods ..... 42.86 132 
Plumbing-Heating-Air Condi- 
tioning Wholesaler ....... 28.46 107 
tay Industry Ore 15.70 319 
Glass Digest ....... 11.29 82 


Cleaning & Laundry ‘Age 


(11x15) (7x10 ad units) 11.15 64 
Jewelers’ Circular-Keystone .. 11.07 143 
Institutional Division’ 
Drive-in Management ............. 28.43 139 
Hotel Monthly  .................. .... 24.32 63 
School Management .............. 20.90 126 
American Motel ........ 15.05 101 


Volume Feeding Manage- 
ment ......... mn 7 aes 117 
= a 










Ament Division*® 

moral Roads ........... 31.07 
aw & Order . oie 7.52 

Export Import Division® 

Revista Industrial (9x143,) 

(7x10 ad units) ..... .. 37.01 
Pulp & Paper International .. 16.57 
Caminas y Construccion 

Pesadc ...... am so DLGT 
World Construction <a 
gains of 30% or more. 
gains of 20% or more. 
includes all publications with gains 
of 10% or more. 













uders .. The table 
below ranks publications with the 
largest page gains in 1960. 


Pages Per cent 
Manufacturing Division’ Gain Gain 
Electronic Design (bi-w.) 
(1144x114) (7x10 ad 


units) 931 21.75 
Purchasing Week COYAxIaA) 

(7x10 ad units) .................. 45.14 
Purchasing (bi-w.) ........... 6 10.34 
Chemical & Engineering 

News (w.) . xia ae 10.16 







Machine Design (bi-w.) 














—— (33/gx47/e) a 
Plant Engis eering on ae 
Wood & Wood Products ...... 254 
Tool & Manufacturing Engi- 
neer 32 
EEE 
Analytical Chemistry .......... 203 
Transportation Division? 
Service Station bemnenenteni 
| Sasser 168 
Fleet Owner ............ 151 
Traffic World (w.) Sl 
Motor 119 
ee Avi- 
eae oo a 
> eas 
Mining Division® 
pot BIND, Sxcicevstcccoretewoce ; 29 
gO eee 7 
Petroleum & Gas Division® 
National Petroleum News .. 146 
American Gas Journal 9 63 
Pipe Line Industry ................ 29 


Construction Division‘ 
Southwest Builder & Con- 
tractor (w.) 09 
Actual Specifying. ‘Engineer 304 
House & Home 
Contractor (semi- mo. ) (11x15) 
(7x10 ad units) 


Food Division® 
Bottling vag tf (bi-w.) 


(1134x1414) _— ad 

units) . : ee 
Bakers Week cly 64 
Poultry Srocensbig & Mar- 

Ge Sees , 62 
Food eisaaian (10x11) 

(7x10 ad units) ......... . 61 
Bakers Review  .....2....2.....0.:..-+ 50 

Distribution & Services Division® 
Boating Industry ...... . 319 
Advertising Age (w.) 

(101/4x14) : =. Bl 
Jewelers’ Circular-Keystone 163 
Selling Sporting Goods ...... 132 
Plumbing-Heating-Air Con- 

ditioning Wholesaler > waz 


Institutional Division’ 
Medical *  ccaemesata (bi-w.) 
(41/4x63/ 


Drive-in y ry SUR 
School Management 
Volume Feedig . 





Hment Division® 


Flaw & Order ............ 
Export-Import Division® 


Revista Industrial (9x1434) 

(7x10 ad units) .... 104 
Pulp & Paper International 59 
Caminos y Construccion 

Pesadc .... ’ ie 44 
World Construction . a 40 
gains of 200 or more pages. 
gains of 100 or more pages. 
gudes all publications with gains 


Pages Per cent 
Gain i 









edt) iS) 
@0 mony 
NO > 

R2 SS20 


12.87 
51.09 
12.16 


20.26 


1.49 
3.09 


14.90 
5.29 
12.92 


15.76 
















Page rank . . Publications which 
carried 1,500 pages or more in 1960 


are listed below: 


Pages 
Rank 1960 1959 

1. Oil & Gas Journal (w.)* 6400 6893 
2. Journal of the American 

Medical Association (w.) 6173 6511 
3. Iron Age (w.) 5840 5661 
4. Electronic Design 
(bi-w.) (11Vax 1% — 

7x10 ad units)? 5211 4280 
5. Steel (w.) 5129 5225 
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HEADS THE LIST!... be 
with the largest PAGE AND PERCENTAGE GAIN IN 1960, ak —_— 
of any of the export-import publications .. . - 






















The only industrial magazine to show an increase. 


{arcest pace GaN 
104 PAGES 


WHY?. 


The Answer 








ts Simple:- 


for Advertisers who want 
Business from 25,000 


Industrial Buyers 


An R. |. representative will be glad to 
give you complete information about how 
our qualified, rated reader-inquiries 

in Latin America! 


can produce sales for you!... 


NEW YORK CLEVELAND PACIFIC COAST MEXICO CITY 

Carl Field Frank Kurka Albert Spitzer Julio Ricaud Rothiot 

G. E. Keller 35 Beacon Hill 2515 Beverly Blvd. Liverpool 54 Esq. 

G. R. Shear Chagrin Falls, Ohio Los Angeles 57, Calif. Dinamarca, 

9 E. 35th St., Mexico 6, D.F. 

New York 16, N. Y. 

CHICAGO MINNEAPOLIS PHILADELPHIA EUROPE 

W. J. Fitzpatrick, Jr. Milton Bock & Assocs. Marvin Fisher Albert Milhado & Co., Ltd. 
P.O. Box 201 704 Baker Bldg. Suite 807, 1411 Walnut St. Spuistraat 34 


Elmhurst, Illinois Philadelphia, Pa. Amsterdam, Holland 


OVERSEAS OFFICES IN GREAT BRITAIN, FRANCE, GERMANY, ITALY, SWITZERLAND, MEXICO, JAPAN. 


Minneapolis, Minn. 








duces Results | 

















343 =e 





Eying 
the European 
market? 


Whatever you’re selling... there’s a 
bright new market of people in a buy- 
ing mood waiting for you in prosperous 
Western Europe. 


Steer a straight course for sales action 
in Europe’s newest marketplace: The 
New York Times/International Edition 
now with a net circulation of 33,000... 
published every weekday morning in 


Paris... bringing readers in Europe to- 
day’s New York Times on the same day 
Americans are reading their New York 
Times. 


For more information, write Interna- 
tional Edition Advertising Department, 
The New York Times, Times Square 36, 
N. Y. Or The New York Times/Interna- 
tional Edition, 37, rue Caumartin, Paris 
9e, France. 


The New York Cimes 
INTERNATIONAL EDITION 


Today's New York Times in Europe Today 


















Doctor, lawyer, 











ERHAPS NOT Indian Chief, but these chil- 

dren and millions like them are the future 
leaders and government heads of many 
nations which weren’t even on the map when 
we were studying geography. 


As you can see, education is a serious under- 
taking. 


The men, whose jobs these boys will inherit, 
also recognize their need to learn. Among 
other things, these men need to acquire tech- 
nical knowledge and for this they look to the 
industrialized nations whose experience will 





Transport 
Government 


Hotels, Restaurants, Hospitals 
and other institutions 


T International markets are profitable ones. If you 








Indian chief... 


speed their own development and progress. 


International trade magazines provide one of 
the major methods by which technical knowl- 
edge in scores of fields is made available to 
thousands of readers throughout the world. 


The four magazines published by Export 
Publishers Co. are read in 104 countries in 
Africa, Asia, Latin America and the Middle 
East. Three, TRANSPORTE MODERNO, SERVICIOS 
PUBLICOS and A SUS ORDENES serve Latin 
America. MODERN GOVERNMENT serves Africa, 
Asia and the Middle East. 


Here are the fields they serve: 


— Transporte Moderno 


— Servicios Publicos and 
Modern Government 


— A Sus Ordenes 


sell in any one of the fields listed above we 


think we can help you make them even more profitable. 


om Ap EXPORT PUBLISHERS COMPANY, INC. 


J 134 East 59th Street, New York 22, New York, PLaza 3-5653 
CHICAGO OFFICE: 42 E. Superior St., Chicago 11, Ill., Whitehall 4-1912, GORDON BLAIR, Mgr. 
































Foote, Gone & Belding 
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An AMERICAN 


The Priceless Extra 
of Experience 


Think for a moment of the many choices 
we make in life which are determined by 


our confidence in somebody’s experience. 


Choices in important things, like select- 
ing a doctor, a lawyer, or an investment 
counselor. In less important things, like 
having something repaired. In even minor, 
everyday, personal problems, where we 


want wise guidance. 


So deeply ingrained is this basis for 
choice in all our actions, it comes as no sur- 
prise when so many experienced travelers 


say that this is why, when they fly overseas, 


they put their trust in Pan American. 


For Pan American is ““The World’s Most 





Experienced Airline’ —in years of flying 
over the seven seas—in every type of trans- 
port plane—in fine mechanics who main- 
tain these planes—in pilots and engineers 
who fly and navigate them—in all the 
many services to care for you before you 
embark, while on your flight, and when 
you land. All under the high discipline 
of U.S. flight standards. 


A Pan American traveler is a confident 
traveler, reposing his trust in these years 
of experience in getting you from here to 


there—comfortably,dependably,serenely. 


It’s a great experience to fly with experi- 
ence on Pan American, 


FIRST ON THE ATLANTIC... FIRST ON THE PACIFIC... FIRST IN LATIN AMERICA... FIRST "ROUND THE WORLD 




























It wasn't chic 
to know the time 
—until she had 
a Rolex 


Created in England 


BLACK MAGIC 1, nowntree 


Created in Canada 


‘ 
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Nada limpia, nada embellece su cutis 
como la CREMA “C” de Pond’s 


Created in France 


En el mundo de las bellas... jlas mas bellas usan Pond’s! 


Created in Mexico 


CREATIVE SELLING 2 
in a dozen tongues 


On-the-ground creation of their advertising pro- 
grams is one of the great advantages offered to clients of 
the J. Walter Thompson Company in world markets. 


There are fully staffed J. Walter Thompson creative 
offices in 23 countries on six continents. Through these 
offices, a client can be sure of experienced, professional di- 
rection of his advertising activities anywhere in the world. 


His advertising can be created in one market and 
adapted in others—or, created for specific markets right 
in the market. From market to market, he gets continuity 
of thinking —and unparalleled experience. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Hollywood, Wash- 
ington, D. C., Miami, Montreal, Toronto, Mexico City, San Juan, Buenos 
Aires, Montevideo, Sao Paulo, Rio de Janeiro, Porto Alegre, Recife, Santiago 
(Chile), Lima, London, Paris, Antwerp, Amsterdam, Frankfurt, Milan, Vienna, 
Johannesburg, Cape Town, Durban, Port Elizabeth, Salisbury (Southern 
Rhodesia), Bombay, Calcutta, New Delhi, Madras, Kanpur, Karachi, Colombo 
(Ceylon), Sydney, Melbourne, ‘Tokyo, Manila 





Created in Brazil 
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Created in The Netherlands 
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Created in West Germany 


Created in Japan 
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Created in The Philippines 


Created in India 


Created in Italy 





NEW! from America for you! gs 
that ‘Honey-Geld’ look he'll love !.with Vaseline FU GVLEY- VOW 
the new all-in-one Day and Night cream! 
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Created in South Africa Created in Australia 








GUARANTEE... 





of performance and reliability 
in products for the Home, 
and for Industry. 


PHILCO 
BE Sernows for Quality the World Quer 


TELEVISION « RADIO ¢« STEREOPHONIC HIGH FIDELITY « HOME LAUNDRY EQUIPMENT e AIR CONDITIONERS e ELECTRIC 
RANGES « REFRIGERATORS AND FREEZERS « RESEARCH AND DEVELOPMENT e SPACE TECHNOLOGY e GUIDED MISSILES e 
ELECTRONIC COMPUTERS ¢ COMMUNICATIONS AND CONTROL SYSTEMS e TRANSISTORS e TUBES « TECHREP SERVICES 





PHILCO INTERNATIONAL CORPORATION / 630 THIRD AVENUE, NEW YORK 17, N.Y.,U.S.A. 

















USE THE PROS TO CLOSE THE GAP 


(the dollar gap and your sales gap) 





GOTHAM-VLADIMIR ADVERTISING, INC. 


THE BUCHEN COMPANY 

400 W. Madison Street, Chicago 6, Ill. 342 Madison Avenue, New York 17, N.Y. 

DILLON-COUSINS & ASSOCIATES, INC. QUINN-LOWE, INC. NATIONAL EXPORT ADVERTISING SERVICE 

500 Fifth Avenue, New York 36, N.Y. 415 Lexington Avenue, New York 17, N.Y. 405 Lexington Avenue, New York 17, N.Y. 

FOREIGN ADVERTISING & SERV. BUREAU INC. ROBERT OTTO & COMPANY, INC. 
25 West 45th Street, New York 36, N.Y. 


342 Madison Avenue, New York 17, N.Y. 


AIAA 


ASSOCIATION OF INTERNATIONAL ADVERTISING AGENCIES 
342 MADISON AVENUE, NEW YORK 17, N.Y. 
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of Buenos Aires 
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BY FAR, THE MOST IMPORTANT 
NEWSPAPER PUBLISHED IN 
THE SPANISH LANGUAGE 


Exclusively Represented by: 


Joshua B. Powers, Inc. 


551 Fifth Ave., New York 17, N. Y. Murray Hill 2-1935 


London ® Miami ® Buenos Aires ® Mexico City ® Tokyo 


















What makes 


advertising great 
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If, in the process, it happens to win the plaudits of crea- 
tive advertising professionals, that’s a pleasant plus. 


A year ago, Arr-INpDIA introduced its new service to 


the U.S. 


Today, it is one of the better-known transatlantic air- 
lines—and in May, it will step up its New York-London- 
Bombay schedule from 3 days a week to 5. 


But in evaluating advertising these days, we suggest 
that profitable sales should, more than ever, be the first 
criterion (and this, we feel, is equally true here and 
abroad). If you agree with this rugged premise, you 
might find it worthwhile to talk to Van Brunt & Company. 








How did it come so far so fast? 


Partly through advertising that works. The kind that 
makes a product better known to its logical buyers. . . 
creates a favorable, friendly attitude . . . moves people 
to action . . . produces profits — and growth. 


Why not, as a first step, ask for a copy of our “‘Check- 
List of Creative Marketing Services’’? It tells what you 
have a right to expect from an advertising agency. 


ee 


VAN BRUNT & COMPANY 
Advertising-Marketing, Inc. 


355 Lexington Ave., New York 17, MU 7-0770 


EUROPEAN MARKET ADVERTISING — Affiliate agencies in: Austria - Australia - Belgium - Brazil - Canada - Denmark - Finland - France - Germany « Great Britain 


Greece - India - Iran - Ireland - Italy - Japan - Lebanon - Morocco - Netherlands - Norway - Portugal - South Africa - Spain - Sweden - Switzerland - Turkey 
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Mc Graw-Hill Magazines Give You 
‘On-the-Spot’ Contact with Business 
All Over the World 


If you sell equipment, products, or services to the 
automotive industry . . . construction industry . . . 
manufacturing, processing, or power industries. . . 
one or more of these magazines, edited exclusively 
for your prospects in these markets, will put you in 
direct contact with top buying influences in each of 
these important markets throughout the free world. 

These are business magazines, for businessmen. 
All articles are devoted to business information de- 
signed to serve the specific job interest of the reader. 

Each application for subscription is screened: 
only men of managerial, technical, or supervisory 
capacity in their fields are accepted as subscribers; 
this assures you of quality prospects. To make sure 
that the quality of each subscriber is as represented, 
auditors from the Audit Bureau of Circulations’ 
field staff check our records to prove the validity 


of paid circulation claims. 

McGraw-Hill’s World News Bureau—the world’s 
largest news gathering service devoted exclusively 
to gathering business news—supplies world-wide 
reports which keep readers up-to-date on develop- 
ments in their fields. 

The world’s largest field circulation sales force 
ferrets out and sells subscriptions to important 
buying influences in companies the world over. 

Each magazine is the leader in its field, putting 
you in touch with top executives in markets of the 
free world outside the United States. 

Let the McGraw-Hill representative in the office 
nearest you (see below) show you how economically 
you can put these magazines to work for your com- 
pany. Just call or write for complete market and 
media information. 





International Management. Published in 
two editions (Latin American and Overseas), this ABC- 
audited magazine reaches 33,000 business executives in 
every industry and every market in the free world 
(except U.S. and Canada). It keeps them alert to 
changing trends in world business . . . up-to-date on 
important developments in technology, new products 
and services, finances, marketing. 


Ingenieria Internacional Construc- 
cion. Published monthly in Spanish, this ABC- 
audited paid circulation magazine is sold by subscrip- 
tion only to men of managerial, technical, or super- 
visory capacity in the Latin American engineering- 
construction market. Editorial covers the engineering 
and construction of roads, dams, waterworks, build- 
ings, etc. Circulation: 16,500. 

Market report available: 10th Edition, Major Latin 
American Construction Projects. 


Ingenieria Internacional Industria. 
Reaches 19,000 paid subscribers in the Latin American 


McGraw-Hill International a 


manufacturing-power plant field each month. Pub- 
lished in Spanish to serve specific job interests of oper- 
ating men and engineers charged with the responsibility 
of increasing production, plus controlling and decreas- 
ing costs. Only those with positions and responsibilities 
corresponding to president, manager, superintendent, 
or engineer are accepted as subscribers. 

Readex Reader Interest Reports available. Ask for 
information about our twelve reader interest reports. 


The American Automobile & El Auto- 
movil Americano. The American Automobile, 
and its Spanish-language edition, El] Automovil Ameri- 
cano, offer a combined monthly circulation of 40,000 
overseas automobile sales, service, and transport sub- 
scribers. The only international automobile magazine 
offering paid ABC-audited circulation. The American 
Automobile has the largest publishing staff, the largest 
editorial staff, and the greatest advertising volume in 
the overseas automotive field. Available: World Auto- 
motive Market Survey and Motor Census. 
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330 WEST 42nd STREET, NEW YORK 36, N. Y. 


OFFICES: Atlanta - Chicago - Cleveland - 


London - Los Angeles - 


Boston - 
New York 


Dallas 


* Philadelphia - Pittsburgh - 


Geneva 
St. Louis 


Frankfurt am Main - 
- San Francisco - 


+ Denver - Detroit - 
Portland, Ore. 


Tokyo, contact International Media Representatives, Ltd., Kisho Kurabu 14, 2—chome-—Marunouchi 
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Warranty 


WE WARRANT that every advertiser in HABLEMOS ''', large or small, receives 


the following values: 


” A 
A Boar 
“y 


icire® 


His advertisement will appear and be delivered simultaneously on the day he expects it to be, in 
top newspapers of the rich Caribbean area of Latin America, giving him all the advantages 
of a sparkling and beautiful syndicated Sunday magazine combined with the power and 


prestige of the strong national press. This is impact at the local level! 


His advertisement will have a circulation of almost 350,000 ‘“’ copies. It will be leisurely read al- 
most entirely in homes, by all members of the family ‘*', an average of 5 persons per copy, 


thus obtaining maximum attention to and retention of the message. 


His advertisement will be exposed to consumers able and willing to buy. 100% of HABLEMOS’ cir- 


culation is among the middle to high socio-economic groups. 


His advertisement will appear in a Sunday magazine interestingly edited for Latin Americans and 


considered by its readers as a local magazine. 


His advertisement will appear in a Sunday magazine that is a window on the modern world and 
its home life, giving news and advice on the day-to-day things that create a desire for bet- 
terment; in a magazine now in its 12th year that has deep roots in the hearts and habits of 


the Latin American family; a “local international” magazine that editorially sets the stage 


foblonts 


for things bought for the family and the home. 











551 Fifth Avenue 
New York 17 


(1) To Latin America what THIS WEEK, PARADE and AMERICAN WEEKLY 
are to the United States. 


(2) Average of 349,700 as of this date. 


(3) 58% women, 42% men. 
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ug SMITHS ADVERTISING AGENCY LIMITED. LONDON, ENGLAND 
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Japan is a market of 93,000,000 people whose buying power soars 
every year, and through Dentsu, the ad agency equaily adept at 
advertising and market research, you can reach them. What you 
need to reach them — market research, product and package design 
and other vital services — we will supply. 


Dentsu has both the experience and the scale to get effective results, 
and we get them. One of the world’s few top-ranking ad agencies, 
we placed 40% of all advertising in Japan last year with billings of 
$148,000,000 — an increase of $25,000,000 over 1959. 


We'll get the results you want, too. Just say the word and the 3,000 
Dentsu people at work in 36 offices will start the Dentsu machinery 
rolling. It’s a sure way. 


DENTSU ADVERTISING LTD. 


Heap Orrice: Nishi-Ginza, Tokyo, Japan 
New York Orrice: Time Life Bldg., Rockefeller Center, New York 20, N.Y. 
REPRESENTATIVE OFFICES: Chicago, Los Angeles, Honolulu, Okinawa 
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TOME DRINK 


BIEN FRIA JSKOUD 


International advertising pierces boundaries hardened by centuries and moves 
the minds of millions everywhere to seek a richer life and a better world. The 
immense force of world-wide persuasion supplies one reason why Coca-Cola 
outsells all other internationally-marketed carbonated soft drinks combined. 


People in 112 countries enjoy “The Pause That Refreshes” with ice-cold Coca-Cola. 


DRICK BEVETE 
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DRINK Miveté 
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EISKALT ICE COLD 
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IN INTERNATIONAL INDUSTRIAL MARKETS 


YOU NEED THESE COMBINED SKILLS 





® the specialist in| business advertising 














@ the specialist in|international marketing 








You get them both through the BASFoRD-INTAM International 
Organization. BASFORD-INTAM, representing a new and un- 
usual affiliation of the G. M. Basford Company and Intam, 
Ltd., gives you unmatched worldwide facilities for the prof- 
itable marketing and selling of your goods internationally. 


If you are to compete in international industrial markets 
you need a specialist who undeystands selling to business. 
For the hard-thinking businessmen of industry, whatever 
their country, act on facts vastly different from the facts 
aimed at general consumers. 


The G. M. Basford Company is widely known as the 
leading specialist in selling to business people—in selling 
industrial goods to the people of industry. 


Basford knows the facts that make business buy. 


In addition, Basford handles the international adver- 
tising of many domestic clients. Basford works from an 
extensive knowledge of international factors of trade and 
commercial conditions, social traditions and customs, ad- 
vertising legislation and media performance. 


Intam, Ltd., is a highly regarded specialist in interna- 
tional marketing. Intam covers all principal markets of the 
free world, working closely with sixty-five hand picked 
associate agencies supervised by six branch offices in key 
regions. 


The working members of Intam’s staff, through many 
years of experience and continuous travel, possess a first- 
hand knowledge of international markets which is obtain- 
able in no other way. There is no substitute for this. And 
no shortcut. 


Intam knows the facts of international marketing. 


Thus, under one roof, the BASFORD-INTAM International 
Organization provides you with unmatched specialized 
experience and facilities for the profitable marketing of 
your goods internationally. 


If you plan to go big in international markets, you will 
find it most profitable to talk with our Mr. John Sasso. 
Phone him at MUrray Hill 2-2838, or write him at 60 
East 42nd Street, New York 17, N. Y. 


G. M. BASFORD COMPANY 


Affiliated with INTAM in more than 60 overseas markets 


ADVERTISING - PROMOTION - MARKET RESEARCH - PUBLIC RELATIONS 
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This is a perfectly workable record control system. 


It works because the right information is in it. 

And you can get to it in an instant. 

That’s the point: a good records system depends on what you 
but into it. And how you do it. 

The kind of box you keep it in doesn’t matter. 

Remington Rand Kardex® Systems are not just collections of 
abinets. They are individually designed to give you better con- 
ol of business situations. 


Here are a few examples of what a good system can do: It can 
* 


9 1961, SPERRY RAND CORP. 


FOR FURTHER INFORMATION, CONTACT YOUR LOCAL REMINGTON RAND OFFICE OR WRITE TO REMINGTON RAND INTERNATIONAL, DEPT. RSY 600, 315 PARK AVE. SOUTH, NEW YORK 


cut accounting time in half. It can make one record do the work 
of ten. It can make two cabinets do the work of a dozen. It can 
tell you what’s happening, what isn’t happening, and when. 

What does it cost to have a professional records expert pre- 
pare this kind of system for you? 

Nothing. It’s part of what we do. 

The heart of the Kardex system we create for you would work 
just as well in a wooden crate as in its own cabinet. 

But if you insist, we’ll let you buy the cabinet, too. 


10,N.Y 
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We are not - 
BUT... 


We are not by a long shot the largest advertising 
agency in the world 
BUT we certainly are big enough to proper- 
ly take good care of any advertising as- 
signment. 


We do not have the worlds smartest and most in- 

genious visualizers and layout fellows 
BUT we do have in our art department some 
of the best in Denmark, - artists and crafts- 
men who know the Danish psychology and 
who have years of experience in creating 
ads just the way that makes the Danish con- 
sumer sit up and take notice. 


We do not have the most complete marketing de- 
partment 
BUT we do have some pretty clever market- 
ing boys who know what's going on in Danish 
industry and trade, and who know all the ins 
and outs of modern market research. 


We are not associate house for all the important 
advertising agencies in the world 
BUT we are the Danish associate of quite an 
impressive list of the most well-known adver- 
tising agencies and we have for many years 
handled the Danish advertising for foreign 


clients of world repute. 


We are not a know-all 
BUT we do know a lot about advertising in 
general and pretty close to everything about 
advertising in Denmark. 


We are not perfect 
BUT we always do our utmost to give the best 
possible service to our clients and associate 
houses. We just love digging into problems - 


and to solve them. 


We are sincere when we say: 
IF you make the right product for Denmark, 
we will make the right advertising. 


SYLVESTER HVID 


International Advertising & Marketing 


Copenhagen - Denmark 








For the 
ust European, African, 
eb) Middle East and 


Pacific Markets 
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INTERNATIONAL 


covers acarefully selected manage- 
ment level having buying and speci- 
fying influence, with distribution of 
more than 6,000 in the Eastern 
Hemisphere (Europe, Africa, Mid- 
dle East, and Pacific areas). 


A similar depth penetration of buy- 


ing and specifying influences in 


Latin America, with distribution 
over 6,000 in Western Hemisphere 
(Mexico, Central America, and 
South America) are covered by 


PETROLEO INTERAMERICANO. 


PETROLEO 


1 a a Orr) ae) 


Latin American 
Market 





Both issued by — 
The Petroleum Publishing Company 
P. O. Box 1260 Tulsa 1, Oklahoma 


Publishers of 
THE OIL and GAS JOURNAL 





your exhibit 
designed 
and 
produced 
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local idiom... 


anywhere 
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world 
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The Displayers Ac. 


a 


Paris, France 
16 Rue Gutenberg 
Boulogne s/Seine 


New York, N. Y. 
635 West 54th Street 


and 


Washington, D. C. 
Caracas, Venezuela 


Seattle, Washington 














AMERICAN EXPORTER PUBLICATIONS SUPPLY 


5 
BIG FIELDS 


¢ Commercial 
¢ Automotive 
¢ Industrial 
¢ Electronics 
¢ Pharmaceutical 
“ae 
LEADING PUBLICATIONS 
* AMERICAN EXPORTER 
¢ AUTOMOTIVE WORLD 
¢ INDUSTRIAL WORLD 
e INTERNATIONAL ELECTRONICS 


e EL FARMACEUTICO 


9 Editions in English or Spanish every month— 
AMERICAN EXPORTER, EL EXPORTADOR AMERI- 
CANO, AUTOMOTIVE WORLD, AUTOMOTIVE WORLD 
en Espafiol, INDUSTRIAL WORLD, INDUSTRIAL 
WORLD en Espajfiol, INTERNATIONAL ELECTRON- 
ICS, ELECTRONICA INTERNACIONAL and EL 


FARMACEUTICO. 


156,000 combined monthly circulation. 


, 


Served more than 1400 advertisers in 1960 — again 


tops in the international business paper field. 


AMERICAN EXPORTER PUBLICATIONS 


Established 1877 


386 PARK AVENUE SOUTH, NEW YORK 16, NEW YORK 


Offices: New York; Cleveland; Chicago; Atlanta; San Francisco; Los Angeles; London; Zug, Switzerland; Tokyo, Japan 





EL IMPARCIAL 


EL DIARIO ILUSTRADO 


— <a inch SIRE RSTO | 


E"* IMP _ 
(1 © 7) EL IMPARCIAL = 


with the largest circulation of any daily newspaper 
in Puerto Rico 
welcomes you to the Puerto Rican Market. 


DE! TEMEN BRASIL 
SO! sF INCAUTE DEL 
SANTA MARIA™ 


@ P.R. is the largest and potential billion dollar U. S. 
trading market in the Caribbean area. We invite you to 
make money and increase your sales with EL IMPARCIAL. 


imPon mac tom 


‘ 


@ The Newspaper that follows the Puerto Rican consumer 
everywhere. Sure, you get the most for your advertising 
dollar with EL IMPARCIAL. 


EL IMP@RCIAL 


€. O1ARIO MusTRaDo 


| Sh me 
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EL IMPARCIAL 


iLUSTRADO 


ST IN NEWS AND PICTURE 


ze, oe : SAN JUAN, PUERTO RICO 


is the most powerful medium for making your 
business grow .. . and also for direct mail sales. 





Represented in the United States, Canada, Cuba and Europe by: 


INTERNATIONAL NEWSPAPER REPRESENTATIVES, INC. 


501 MADISON AVENUE * NEW YORK 22, N. Y. °* Plaza 5-2466 
82,073 Copies on Tuesday. . . . ABC — SEPT. 30, 1960 
It reaches the Puerto Rican families in all levels. 


MEMBER, AUDIT BUREAU OF CIRCULATION & AMERICAN NEWSPAPER ASSOCIATION 


COVERAGE 

IN EDITORIAL AND 
PUBLIC SERVICE 

IN CIRCULATION (ONE 
DAILY EDITION) 














Your Advertising DEMANDS op Support! 





- Oldest paid circulation magazine in 
export—S6 years of editorial leader- 
ship—over 650 consecutive issues! 


. Monthly in Spanish and Portuguese— 
native languages of Latin America! 


. Edited for ‘*hacendados’’—the true 
‘‘buying power’’ in agriculture— 
wealthy individuals also active in in- 
dustry, commerce and government! 


. Coverage of all leading dealer-distrib- 


utors—some have paid for LA HACI- 
ENDA since 1905! 


THEN..... 





5. Finest printing—famed for four-color 
covers—quality presentation—no 
skimping on editorial material—non- 
political—pertinent and informative edi- 
torial pertaining to the land and in- 
dustry allied with the land! 


- Four SOURCES & RESOURCES issues 
yearly—with Buyers’ Guides—each 
devoted to an important phase of agri- 
culture and allied industry! 


. Continuity of editorial policy—editorial 
staff INTACT for several years—Edi- 
torial Consulting Board, composed of 


FOR RATES & DATA WRITE: 


La Hacienda Co. 





TOP agricultural authorities IN THE 
LA HACIENDA MARKET AREA! Exec- 
utives travel regularly to Latin Amer- 
ica for constant market contact! 


. “Proud Company” advertisers like 


American Cyanamid, Link-Belt, Grace, 
Shell, Caterpillar, Goodyear, Allis- 
Chalmers, Union Carbide, U.S. Steel, 
Firestone, Bethlehem Steel, IHC, Dow, 
Texaco, General Mills, Monsanto and 
a host of other “blue-chip” firms. 


. TOPS in acceptance—recent independ- 


ent Erdos & Morgan survey confirms 
LA HACIENDA is STILL THE LEADER 
in all markets surveyed! 


20 VESEY ST. 
NEW YORK 7, N. Y. 

















meet Nick J. Vink, 


the 


Linguistic phenomenon, marketing expert, 
university trained economist Nick J. Vink 
starts when others stop, works when others 
sleep, smiles when others wail. 


Travels from Rotterdam to Rangoon, from 
Boston to Bangkok. Believes in advertising, 
in international cooperation, in Holland, in 
20 cups of coffee a day, in himself. 


Look for a black Volendam-Dutch cap during 
the IAA conference. Nick J. Vink will be 
under it and he'll be happy to inform you, 
help you, serve you. 


international Dutchman 


Nick J. Vink heads the international division 
of n+d, Holland's creative marketing agency 
serving clients all over the world. Holland is 
right in the middle of Europe’s developing 
markets. n+d is right in the middle of Hol- 
land: Rotterdam, branch-offices in Amster- 
dam and the Hague. 


n+d offers you maximum effectiveness in 
marketing, research services, advertising, 
selling and public relations. Oldest in years 
(founded 1844), youngest at heart, n+d 
welcomes you. Meet Nick J. Vink, meet 
n+d, your creative marketing partner in 
Holland. 


NIJIGH & VAN DITMAR 


ROTTERDAM AMSTERDAM 


THE HAGUE 


eae afi 


HOLLAND'S CREATIVE MARKETING AGENCY OF THE SIXTIES 











HE MURMURED “TU’:.. SHE CAME 3000 MILES CLOSER 


“Tu” may change by country, but its meaning is 
universal. It brings you together so personally with 
the people you want to reach... wherever they may 
be. We call this principle The Personal Approach. 


In Japan, its modern message is couched in ideo- 
graphs. For this year, the second largest agency in 


the land became McCann-Erickson Hakuhodo, 
Inc., an organization with 14 offices reaching from 
Tokyo through Okinawa to New York. 

In Hawaii, the newest State’s oldest agency now 
operates as the Holst & Male Division of McCann- 
Erickson, Inc. In Sydney, Melbourne and Adelaide, 


THE PERSONAL APPROACH 











... NOW PACIFIC MARKETS ARE CLOSER, T00 


Hansen-Rubensohn McCann-Erickson Pty., Ltd., 
is participating in the fast growing economy of a 
booming Australia. All of which means your major 
Pacific markets were never nearer. 


Throughout the world each market requires special 
knowledge of the people you want to reach. That’s 


why McCann-Erickson Corporation ( International) 
serves 22 lands with 65 separate offices. Each is 
trained to give your marketing communications 
The Personal Approach — the universal language 
that brings you closer to your customers, and your 
customers closer to you. 


MCCANN-ERICKSON CORPORATION (INTERNATIONAL) 
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3 . be. Army Times, Air Force Times and Navy 
f .* TON Times command the market-wide, near- 
3 nipte saturation readership that is funda- 





mental to volume merchandising. Only 
: the world-spanning TIMES Service 
_- Weeklies can establish and _ build 
. acceptance and demand for your brand 
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throughout the gigantic, global military 
consumer market—with mass coverage 
economy and mass coverage impact. 


WRITE TODAY FOR COPIES, RATES AND 
COMPREHENSIVE MARKET INFORMATION 


ARMY TIMES 
AIR FORCE TIMES 
NAVY TIMES 


(Members: Audit Bureau of Circulations) 


The American WEEKEND 
The Military Market 
A-N-AF REGISTER 





ARMY TIMES PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U.S. OFFICES: Boston, Chicago, Charleston, S.C., 
Dallas, Detroit, Honolulu, Los Angeles, Miami, New 


BUFFERIN BRISTOL-MEYERS INTERNATIONAL pasa SID tition tates Pure 


Rome, Tokyo 
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Etmo C. WILSON 
President 


CLINTON V. PICKERING, JR. 
First Vice-President 


SYLVAN M. BARNET, JR. 
Barnet & Reef Associates, Inc. 


K. PRESBREY BLISS 
McGraw-Hill International Corporation 


H. EARLE BRAISTED 
Joshua B. Powers, Inc. 


OscaR CORNEJO 
Worthington Corporation 


FREDERICK FLEISCHMAN, JR. 


SyLvan M. Barnet, JR. 
Second Vice-President 


Third Vice-President 
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IAA OFFICERS AND DIRECTORS, 1960-61 TERM 


Oscar CoRNEJO 


ELIANE HENNO 


Owens Corning Fiberglas Corporation 


THOMAS W. HUGHES 
National Export Service, Inc. 


H. L. HULBERT 


General Motors Overseas Operations 


JOHN E. LOUGHRAN 
S. S. Koppe & Company, Inc. 


BAXTER REESE 
Third Vice-President 


H. EAr.eE BRAISTED 
Treasurer 


OFFICERS 


ELIANE HENNO 
Secretary 


JAMES L. GILBERT 
Executive Vice-President 


DIRECTORS AT LARGE 


Chairman: ELMO C. WILSON 
International Research Associates 


JOSEPH W. RINTELEN 
The Coca-Cola Export Corporation 


RODMAN SWEENY 
International General Electric Company 


Harry C. THOMPSON 


Newsweek International 


HAROLD E. WEINHOLTZ 
* MacManus, John & Adams Inc. 


VINCENT TUTCHING (Ex-Officio) 








Pepsi-Cola International 


LYLE W. FuNK 
Batten, Barton, Durstine & Osborn, Inc. 


CLINTON V. PICKERING, JR. 
Union Carbide International Company 


BAXTER REESE 
International Standard Brands, Inc. 


Hansen Rubensohn-McCann-Erickson Pty. Ltd. 
Honorary President (Ex-Officio) 


THOMAS W. ASHWELL 
Thomas Ashwell & Co., Inc. 





For Europe 

Dr. RuDOLF FARNER 

Dr. Rudolf Farner Advertising & Public Relations Agency 
Zurich, Switzerland 

LESLIE CoRT 

Colman, Prentis & Varley, Ltd. 

London, England 

Erik ELINDER 

Wilh. Anderssons Annonsbyra 

Stockholm, Sweden 

For Middle East and South Asia 

MICHEL TOUMA 

Commisariat General au Tourisme et 4 l’Estivage 
Beirut, Lebanon 


REGIONAL VICE PRESIDENTS AND MEMBERS OF THE BOARD 


For Northern South America 
JOSEPH Novas, JR. 
Publicidad Novas 

Caracas, Venezuela 


For Caribbean, Central America and Mexico 
OPEN 


For Far East and Australia 
HmeE0 YOSHIDA 

Dentsu Advertising, Ltd. 
Tokyo, Japan 


For Southern South America 
Ricarpo De Luca 

Ricardo De Luca—Publicidad Tan 
Buenos Aires, Argentina 


For Eastern U.S.A. 
RicHarp L. Burt 
The Yoder Company 
Cleveland, Ohio 


For Central and Western U.S.A. 
FITZHUGH GRANGER 
International Harvester Export Co. 
Chicago, Ill. 





































A professional association such as I.A.A. stands or falls on the 
service it renders—service to the profession of which it is a part 
and service to its members. On this account it seems to me that 
I.A.A. can hold its head high. 


The Congresses of the Association, bringing together as they do 
several hundred advertising professionals from all parts of the 
world, are themselves a signal service to the field. They consti- 
tute a forum for the exchange of new ideas, new techniques, new 
developments, which keep international advertising alert and 
vigorous. 

In a similar vein the monthly chapter meetings provide more 
frequent opportunities to get together and hear challenging 
commentaries on marketing and advertising practices. 


The Association’s journal THE INTERNATIONAL ADVERTISER pro- 
vides a vehicle which brings members the latest in news and 
features on international marketing. Its columns also contain 
items of personal interest on the activities and attainments of 
members. Issues devoted to specific markets—the Middle East, 
Japan, Mexico, are small treasuries of important market data 
and local perspectives. 

For several years the Association has been compiling up-to-date 
figures on international advertising expenditures throughout the 
world. This is a service which is fast gaining acceptance as the 
only authoritative guide of its kind. 


At this Congress members will have a chance to acquire new 
material on International Advertising Standards and Practices, 
which has been several years in preparation. The material reflects 
a vast amount of work in all fields of advertising. 


These are the more dramatic manifestations of I.A.A. service to 
its members and its profession. As anyone who has ever been on 
the 19th floor of the Hotel Roosevelt knows it is the day to day, 
year in year out effort of the Headquarters staff under Jim 
Gilbert which provides the guts of I.A.A.’s service. 


A typical work week will find hundreds of questions arriving by 
mail, telephone or cable. The extensive files and library offer 
answers to most such questions. If not, the staff tracks down the 
requested information wherever it can be run to earth. 


AA at your service... 


Here are a few of the hundreds of requests to be handled, some 
simple, others complex. 
What percentage of the advertising budget do advertisers devote to 
advertising overhead costs? 
Request for source for obtaining photographs for use on calendars 
Several requests for names of American schools providing mail adver 
tising courses. 
Request for names of Grafic Arts and advertising publications in sey 
eral European countries. 
Are French phrases acceptable in American advertising; comments on 
popularity of French products in U.S.A.? 
Is there a duty and what is it on Recorded Commercials imported 
from London? 
What allowance do appliance manufacturers make to distributors for 
local advertising? 
Under laws of France what are restrictions in cancelling advertising 
arrangements by a French company with a French Agency? 
Many requests for names of agencies in various countries 
Requests from members in European country for total advertising 
volume in U.S.A. the past year and also several previous years 
What is the impact of certain Japanese advertising in U.S.A. and 
showing at Fairs? 
Member requested information about the European Common Market 
and the “Outer 7” 
Request for names of companies in New York representing publica 
tions issued abroad. 
Request for list of International marketing consultants and market 
research firms. 
Agency abroad representing a local paint company wishes to know 
practices of American paint companies with respect to: 1. Seasonal 
activity. 2. What percentage of expenditure to national media vs. local 
media. 3. What percentage is devoted to influencing “do it yourself” 
and many others. 
This service is constantly expanding as our membership has 
grown and as more members appreciate the resources they have 


in the I.A.A. 

Finally, to borrow a slogan from one of our prominent advertisers, 
Service must be our most important product in I.A.A. Speaking 
for your Board, your officers and the headquarters staff, may I 
say we intend to upgrade the importance of that product. 


ELMO C. WILsoNn, President 





James L. Gilbert, 
Executive Vice President, 
International Advertising 

Association, New York 


Elmo C. Wilson, 
President, International 
Advertising Association 
President, International 

Research Associates, !nc. 
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Toward a meaningful program... 


Since two early members of the category known as homo sapiens grunted at each other, the human race has 
amassed an impressive group of statistics in the field of communications. In 1960, 30,000 newspapers were pub- 
lished ail over the world; an estimated 18,000 recognized magazines and trade publications; 447,000,000 radio 
and television sets were in use; 824,000,000 cables and telegrams were sent; some 130,000,000,000 letters, post- 
cards and pieces of printed matter were mailed; 133,600,000 telephones existed; 117,800,000 cars, buses and 
trucks traveled on more than 15,000,000 miles of roads and highways; railroads hauled travelers nearly half a 
trillion miles; and 675 steamship and scheduled airline companies carried their millions of passengers between 
4,000 harbors and airports. 


Impressive statistics? Certainly everyone will agree we have come a long way in terms of the quantity and 
methods of communication devices. Unfortunately man’s understanding of man does not always follow man’s 
increased communication with man. Sheer numbers of words are useless unless those words have meaning, sig- 
nificance, are backed with good faith and are articulated properly. 


International advertising is a powerful communications device. Perhaps one of our “impressive statistics” 
should have been the number of advertising messages which appeared in all forms of media in 1960. Compared 
to ten or twenty years ago, this volume of worldwide advertising must seem almost unbelievable. The Inter- 
national Advertising Association is dedicated to better marketing and advertising techniques all over the world. 
This 13th World Congress is similarly dedicated to the articulation of those techniques. Associations tend to be 
self-perpetuating; so do their annual meetings. I hope that this Congress exists not because of the one that was 
held last year or because of the one that will be held next year. I hope it exists not to perpetuate the annual 
meeting of the International Advertising Association just for the sake of having a meeting. I hope it exists to 
serve you, its members and guests, in a real and tangible way. 


The program this year has been designed with a diverse group of subjects in mind. Prospects—to look at our 
futures in world marketing; Problems—because we feel that the responsibility of the Congress extends to a 
discussion of the difficulties as well as the opportunities; and, finally, Profits—because, unlike some, we don’t 
believe it’s a dirty word. It’s the reason we’re in business, and it’s the motivating force behind the dramatic 
expansion of marketing around the world. 


We hope that this 13th World Congress will mean more to you than just numbers of speakers discussing in 
numbers of words the subjects of our mutual interest. We hope it will embody what we all strive for in the pro- 
fession of world marketing—efjective and meaningful communication. ’ 


STEVEN DE CLERQUE, Program Chairman 





Steven De Clerque, 
Advertising Manager, 
Time International 






















































Andre Visson, 
Reader’s Digest, 
Roving Editor 
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9:30 


9:45 
10:10 


10:40 


10:50 
11:15 


12:30 


2:15 
2:35 


>ROSPECTS... 





John Steele, 





Leslie B. Cort, 
Managing Director, 
Colman, Prentis & 

Varley International 


Bureau Chief 


Newsmagazine 


JADE ROOM 


Congress called to order 


European Prospects 
Andre Visson, Reader’s Digest 
Leslie B. Cort, Managing Director, 
Coleman, Prentis 
& Varley International 


Coffee Break, Courtesy of Reader’s 
Digest 


North American Prospects 

John Steele, Washington, D.C.—Bureau 
Chief, Time Magazine 

Martin Gainsbrugh, Chief Economist, 
National Industrial Conference Board 


Luncheon—Speaker and IAA Man Of The 
Year Presentation 


African Prospects 
Eldon Griffiths, Senior Editor— 
International, Newsweek Magazine 
Kenneth Spang. Vice President, 
First National City Bank 


Asian Prospects 

Henry R. Lieberman, Assistant to the 
Foreign Editor, New York Times 

Mamoru Matsumoto, Vice President, 
Matsushita Electric Corporation 
of America 

Break for Pepsi, Courtesy of Pepsi-Cola 
International 


Latin America Prospects 

Igor Gordevitch, Editor, Vision Magazine 
Heriberto Vidales, General Manager — 
Supermercado S.A. 





Washington, D.C. 
Time, The Weekly 





Martin Gainsbrugh, 
Chief Economist, 
National Industrial 
Conference Board 


EUROPE—Andre Visson, Roving Editor for the Read- 
er’s Digest, was born and educated in Russia, leaving 
that country just before the revolution in 1918. He 
attended the University of Geneva, the School of Eco- 
nomics and Political Science in London, and the Uni- 
versity of Berlin. In 1929 he launched his writing career 
and has contributed to European and American news- 
papers; he came to America in 1940 and has seen service 
here on Time Magazine, the O.W.I., O.S.S., before join- 
ing the Digest in 1944. Since then he has been busy 
covering Western Europe and authoring several suc- 
cessful books... Leslie B. Cort, Managing Director, 
Colman, Prentis & Varley International, is not only an 
active international agency man responsible for the 
rapid expansion of C.P.V. overseas branch offices, but 
a European Regional Vice President for the IAA as 
well. He was previously Overseas Director of Reckett 
and Company and has had 30 years of experience in 
export marketing. 

AFRICA—Eldon W. Griffiths, Senior Editor—Inter- 
national Newsweek Magazine, was born in Great Brit- 
ain, graduated from Cambridge in 1947 with first 
honors in history and elected to a fellowship at Yale 
where he worked on a doctoral thesis in modern his- 
tory. Successively, he became a correspondent for Life, 
foreign newswriter for Time, and Newsweek’s Chief 
European Correspondent in 1945. After covering much 
of the world’s big news, including a dangerous assign- 
ment during the Hungarian Revolt, he moved to 
Newsweek’s New York headquarters in 1959..... Ken- 
neth M. Spang, Vice President, First National City 
Bank is a graduate of Dartmouth College, holds an 
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M.A. from Columbia University and has also studied 





the Chinese Civil War, the Korean War, the Indo- 


© at Cambridge University. Internationally, he is a China War and coverage of India, Pakistan, Afghanis- 
le former President of the Foreign Bondholders Protec- tan and Ceylon. He returned to New York in 1958 
0- tive Council and a member of the Board of Directors ..... Mamuro Matsumoto, Vice President, Matsushita 
li- | of the American-Arab Association for Commerce & Electric Corporation of America, graduated from 
er } Industry and the African Affairs Society of America. Yokohama City College of Commerce in 1939 and 
'S- He has also been on the faculty of both Columbia and_ went right to work for Matsushita. From factory to 
ce Yale Universities. sales administration, he moved on to become Export 
~ NORTH AMERICA—/ ohn Steele, Time’s Bureau Manager in 1948 and his present position in 1960. 
‘<i Chief in Washington, has been a journalist since grad- Fora short time, he also served on the Japanese Board 
= uating from Dartmouth in 1939. He has been in_ of Foreign Trade. 
an | Washington since 1941 with time out (1951-1952) to LATIN AMERICA—Izgor Gordevitch, Vision’s Editor- 
he | work on a Nieman Fellowship at Harvard where he  in-Chief. Majored in political science at the University 
ut — made an intensive study of American history and liter- of Rome. After working for the Allied Military Gov- 
as © ature..... Martin Gainsbrugh, Chief Economist for the ernment, he became New York Herald Tribune Rome 
tt | National Industrial Conference Board, is one of the Bureau Chief in 1945. He joined Vision as an original 
in — country’s leading economic thinkers, the author of member of the staff 1950... Heriberto Vidales is con- 
: numerous books and articles. He has spoken before sidered a representative of a growing group of profes- 
nei? ; many gatherings and includes among his honors an_ sional managers in Mexico. He now directs such 
1t- [Award of Merit from the Hoover Commission (1952) Companies as: Super Mercados, S. A., the leading Super 
r ; a Citation from the Freedom Foundation (1953) and Market Chain in Mexico City, the Banco Mercantil de 
ure | a Certificate of Award from the U.S. Department of Monterrey, S. A., one of the five oldest Banks in the 
8° § Labor (1957). Country, with 26 Branches located from the Border 
“e © ASiA—Henry R. Lieberman, Assistant to the Foreign to Mexico City. He is also in charge of the management 
ch | Editor of the New York Times, graduated from of Ice Cream manufacturing and distribution opera- 
a ' Columbia College in 1937 and did post-graduate work tions, one Finance Company, two Automobile Dealer- 
‘te f at the Columbia School of Public Law and Government. ships and other businesses that are controlled by an 
Be, : From there, he went to the Times, PM, and the Office important group in Mexico. At the present time is the 
ity § of War Information before rejoining the Times as their President of the Federation of Chambers of Commerce 
pe correspondent in China. Assignments have included of Mexico. 





























Heriberto Vidales, § | 
Director General, § 4 
Supermercados S.A. é 






Eldon W. Griffiths, 
Senior Editor, 
Newsweek Magazine 


Henry R. Lieberman, 
Assistant to the 
Foreign Editor, 
New York Times 


igor Gordevitch, 
Editor-in-Chief, 
Vision 


Kenneth M. Spang, 
Vice President, 
First National 

City Bank 


Mamoru Matsumoto, 
Executive Vice President 
Chg. Sales, Matsushita 
Electric Corp. of America 
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William McKeachie has been a creative man since his early days, after graduation from Franklin & 
Marshall College in 1926. He first went to work for J. Walter Thompson in Paris and London. In 1928, 
he joined McCann-Erickson Inc. and became Creative Director in 1940. From there, he proceeded to 
their European operations, as supervisor in 1952. In the U.K. and Europe, he established himself as 
“Mr. American” among advertising men on the scene. When McCann-Erickson consolidated their nine 





William E. McKeachie, former President 
McCann-Marschalk Co. and 
Chairman of McCann-Erickson Advertising Ltd. 


SUBJECT: ‘‘More Common Markets Coming: 


Are You Ready for Them?” 


operations in Europe, he became head of this venture. 


Later, he returned to the U.S. and was made President of McCann-Marschalk Co. from which he retired 
a short time ago. He is a man with an eye for good advertising and good marketing practices and speaks 
with authority on a subject he knows best—the burgeoning European Common Market and its implica- 


tions for the rest of the world. 


1961 IAA MAN OF THE YEAR 
Hideo Yoshida, 
President, 

Dentsu Advertising Ltd., Tokyo, 
and Regional Vice President for 
the Far East and Director, IAA 





Choosing one individual from our world-wide membership of 1,700 to be desig- 
nated ‘‘IAA Man of the Year’’ is a custom that began in 1951. Since then, ten 
have been so honored, and as the tradition has grown, its meaning has grown. 


For through this device the spotlight of publicity has been focused on our 
business. Although only one is chosen out of many who are qualified, this man 
stands for all of us, what we have done and what we should have done in our 
own areas. 


This year’s selection committee consisted of William S. Honneus, Advertising 
Director, Time International, Chairman;. Arthur A. Kron, President, Gotham- 
Viadimir Advertising, Inc.; Walter Sauer, Advertising Manager, Home Products; 
Presbrey K. Bliss, Vice President, McGraw-Hill International Corp.; Joshua B. 
Powers, Chairman of the Board, Joshua B. Powers, Inc.; Robert H. Otto, Presi- 
dent, Robert Otto & Co., Casey Hirshfield, President, ‘‘Hablemos"’; William B. 
Fergusson, Vice President Charge of Advertising, Colgate-Palmolive Co. 


The IAA Man of the Year Presentation will be made at the Monday, April 18, 
luncheon. 






SPECIAL CITATION FOR CUBAN MEMBERS 

















Andrew Heiskell, Chairman of the 
Board of Directors, Time, Inc. 


SUBJECT: ‘‘The World Wants to Know — 
The Need For Better 
International Communications.”’ 
















12:30 JADE ROOM 


LUNCHEOR 


Andrew Heiskell, who has just returned from a year-long trip around the world calling on leaders in 
government and business, has been associated with Time, Inc. since May, 1937. He originally joined 
the staff of the six-months-old Life magazine as Science and Medicine editor. 


In 1939, Heiskell was appointed Assistant General Manager of Life, and in 1940 was sent to Life’s 
Paris office. When the French capital fell to the Germans Heiskell joined with other refugees from the 
Paris office who packed their car with baggage and office records and followed the French government 
to Bordeaux. 


In 1942, Heiskell returned to the U.S. where he became Life’s General Manager. He was made Publisher 
in January 1946. In January 1949 he became a Vice President of Time Inc. He was elected to the Board 
of Directors in May 1959, and in April 1960 he became Chairman of the Board of the corporation. 


Born in Naples on September 13, 1915, Heiskell was educated in Germany, Switzerland and France 
(University of Paris).Following his graduation from the University of Paris, he taught science at the 
L’Ecole du Montcel. 


Upon his arrival in the U.S: in 1935, Heiskell attended Harvard Business School for one year and then 
came to New York as a reporter for the New York Herald-Tribune prior to joining Life. 


Heiskell is a vice president of the Inter American Press Association, a member of the National Advisory 
Council of Junior Achievement, Boy’s Life Committee of the Boy Scouts of America, National Citizens 
Committee of Community Chests and Councils of America, Board of Directors of the N. Y. U.S.O. 
Defense Fund, Board of Directors of American Heritage Foundation, The Visiting Committee of the 
Joint Center for Urban Studios of M.I.T. and Harvard University. He is also Chairman of the Executive 
Committee of Action, Inc. 





ANOTHER IAA FIRST 


As you walk through the Astor Gallery, stop at the exhibits, meet with your friends, 
you will find the most exciting addition to this year’s Congress: The IAA Gallery 
of Distinguished International Advertising. Here, in one place, is gathered the 
best print work in the field—handsome advertisements, tastefully presented and 
all designed to sell hard. This gallery is, perhaps, the epitome, the end product 
of IAA’s function: preparing and placing good international advertising 

This year the gallery is a first; next year, the idea will grow and attract more 
entries—possibly better ones because of the examples set here. 


A first prize and two honorable mentions will be given in each of the six cate- 
gories: Automotive, Business, Consumer, Corporate, Industrial, Travel. 


Awards will be made at the Tuesday, April 18, luncheon. 
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PROBLEMS —An 
examination of the 
special needs of 
international marketing 
companies today. 





Moderator: Alfred di Scipio, 
Vice President, 
International Telephone 
& Telegraph Corporation 





From the COMPANY SIDE — Alfred Di Scipio, Vice President & 
Director of Marketing and Commercial Development, International 
Telephone & Telegraph Corporation, earned his Bachelor of Science 
in Electrical Engineering at Northeastern University. He has been a 
product director for Chicopee Mills and a management consultant with 
McKinsey and Company before joining IT&T in 1959. Today, he devel- 
ops and coordinates commercial development strategy for the IT&T 


JADE ROOM 


9:30 World Marketing Problems — 
FROM THE COMPANY SIDE 


System throughout the world... Gilbert Bowman, Vice President— 
Panel Members: International Division, Rockwell Manufacturing Company, graduated 
Gilbert Bowman, Vice President, from the University of Detroit in 1936 and joined Rockwell in 1939 as 


Int'l Division, 


Rockwell Manufacturing Company a sales engineer. Selling carried Mr. Bowman up through ranks of 


Fabrizio Serena, General Manager (U.S.) Rockwell and he assumed his present position in 1959. Active in various : 
Alitalia world trade conferences, he is also a Director of Allegheny Airlines and 
Leslie R. Scott, VP and General Manager, Peacock Brothers Limited of Montreal ... Leslie B. Scott, Vice Presi- 
| Seven-Up Export Corporation dent and General Manager, Seven-up Export Corporation, attended 
Washington (Mo.) University. Basically, a Sales executive, Mr. Scott 
i 10:40 Break for Coffee, has been with a bottler, has handled franchising for the Seven-Up 


Courtesy of Reader's Digest , ‘ i? ; = 
parent corporation and assumed his present position in 1948. He is 


responsible for all Seven-Up development outside of the U.S. and 
Canada... Fabrizio Serena, North American General Manager, Al- 


IVES 


italia, was born in Rome. An old airline hand, Mr. Serena has seen duty 
as well he might for he’s an 





in Europe, Latin America and the U.S. 
adept linguist in five tongues—not to mention a prize-winning race car 


driver. 
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Gilbert Bowman, V.P., Fabrizio Serena, Leslie Scott, 
International Division, North American V.P. and General Manager, 
Rockwell General Manager, Seven-Up Export Corporation 






Manufacturing Co. Alitalia 
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Moderator: Goran Tamm, 
Managing Director, 
AB Svenska Telegrambyran 


From the AGENCY SIDE — Géran Tamm, Managing Director and 
principal owner of AB Svenska Telegrambyran (Stockholm) since 
1958, studied at the Stockholm School of Economics, 1932. He continued 
these studies in England and the U.S., and earned his Doctorate of 
Philosophy at Gothenburg for a study on “Some Criticism of the In- 
stinct and Sentiment Theory as a Basis for Advertising Psychology 
with Regard to the Creation of Attention.”’ He joined his present agency 
in 1933...John D. Hayes, Vice President—International Division, 
Erwin Wasey, Ruthrauff & Ryan, is a graduate of the Wharton School 
of the University of Pennsylvania. He began his advertising career in 
June, 1939, with J. Walter Thompson Company, worked in South 
America for Panagra, Peruvian International Airways, and as a part 
owner of a local agency in Bogota, Colombia. From there to Biow- 
Beirn-Toigo, Grant Advertising and to Erwin Wasey, Ruthrauff & 
Ryan, three and a half years ago... Daniel C. Kaufherr, Senior Vice 
President, Gotham-Vladimir, has been active in overseas business since 
graduating from Cornell University, in 1927. Active in buying and 
selling merchandise around the world, he entered international adver- 
tising in 1936 and joined Irwin Vladimir Company in 1939... Hiro- 
chika Seki, Senior Vice President, Hakuhodo Advertising Agency, 
and President of McCann-Erickson Hakuhodo, Inc., is following in 
his father’s footsteps to modernize the Japanese advertising agency sys- 
tem. During the past two years he has revamped the entire organization, 
instituted staff training programs and greatly enlarged their Creative 
Planning Division. He is also playing a large part in the new joint 
venture with McCann-Erickson. 


John D. Hayes, Hiroshika Seki, 
Vice President, Int’! Divisions, Sr. Vice President, 
Erwin Wasey, Hakuhodo Advertising 


Ruthrauff & Ryan Agency 





PROBLEMS —A hard 
look at current 
international 
advertising agency 
practice. 
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10:50-12 noon World Marketing Problems — 
FROM THE AGENCY SIDE 


Panel Members: 


John D. Hayes, 
Vice President, EWR&R 


Daniel C. Kaufherr, 
Senior Vice President, 
Gotham-Vladimir 
Hirochika Seki, 

Vice President, 
Hakuhodo Advertising 




























Bryan Houston, 
President, 
Fletcher Richard, 


Nicholas Samstag, 
President, 


Calkins & Holden 


Round Tables—2:30-3:30 (For Locations, See Special List) 
Break for Coke—3:30-3:45 Courtesy of The Coca-Cola Export Corporation 


Second Round Table Session—3:45-4:45 


CREATIVE 


Round Table Chairmen 
Bryan Houston, President, Fletcher 
Richards, Calkins and Holden 


Nicholas Samstag, President, 
Nicholas Samstag, Inc. 


Nicholas Samstag Inc. 











PUBLIC RELATIONS 


Sylvan Barnet, President, 
Barnet & Reef Assoc., Inc. 
Charles Allen, Vice President— 
International Division— 

Hill & Knowlton 











RESEARCH 


Monroe Mendelsohn, President, 
Monroe Mendelsohn Research 
W. F. O'Dell, President, 
Market Facts Roc International 












BROADCAST MEDIA 


Alfred Stern, Vice President, 
National Broadcasting Company 
Ralph Allrud, Senior Account Executive, 
John Blair, TV 
Ralf Brent, President, 
World Wide Broadcasting (WRUL) 











PRINT MEDIA 


Caroline Stella, International Media 
Director, J. Walter Thompson 

Frank Bernaducci, Media Supervisor, 
Doyle, Dane, Bernbach 
















BUDGETING 


Paul Carroll, Advertising Manager, 
Goodyear International 

Richard Kulp, Advertising Manager, 
Carrier International 


BASILDON ROOM—4:30-5:15 
Special Presentation—Cinema Advertising (Including films) 






Bruno Kiwi, Director, Pearl & Dean (International) Ltd. 
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COCKTAIL DANCE 


5:30—8:30 Jade and Basildon Rooms 
No problems here. You will be 
entertained by the music of 
the Ray Bloch Orchestra and a 


Jazz Combo—partake of 
refreshments on the house. 





NBC Enterprises Division 





CREATIVE — Bryan Houston, President, Fletcher 
Richards, Calkins & Holden, has seen advertising 
service at Young & Rubicam, Sherman & Marquette 
and Board Chairman of his own agency. In 1959 he 
merged the latter with Fletcher Richards, Calkins & 
Holden.... Nicholas Samstag, President, Nicholas 
Samstag Inc., was a long-time TIME man who made a 
large mark as Promotion Director of that magazine. In 
1960, he set up his own company as a specialist-organi- 
zation to render creative auxiliary service to marketing 
executives. 


PUBLIC RELATIONS—Sylvan M. Barnet, Jr., President, 
Barnet & Reef Associates, has spent 15 years in news- 
paper and advertising work. Before setting up his own 
business, he was General Manager in Paris of the 
European Herald Tribune....Charles E. Allen, Vice 
President—International Operations, Hill & Knowlton, 
after a stint of journalism has been public relating all 
his life including U.S. State Department and UN work. 
He joined Fill & Knowlton in 1959. 


RESEARCH — William F. O'Dell, President, Market 
Facts Roc International, was a 1930 graduate of the 





Ralf Brent, 
President 
Worldwide Broadcasting 


Ralph G. Allrud, 
Senior. Account Executive, 
John Blair TV 


Alfred R. Stern, 
Vice President, 
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Sylvan M. Barnet Jr., 
President, 
Barnet & Reef Associates 


University of Illinois, College of Commerce. He or- 
ganized his own firm in 1946 and was elected President 
of the American Marketing Association in 1960.... 
Monroe L. Mendelsohn, President, Monroe Mendel- 
sohn Research, has followed a research career since 
graduating from the University of Chicago in 1948. He 
organized his own firm in 1958. 


BROADCAST MEDIA—Alfred R. Stern, Vice President, 
Enterprises Division, NBC, was educated at the Uni- 
versity of North Carolina. His career has carried him 
through show business, radio and TV. He joined the 
National Broadcasting Company in 1952 and now 
heads up a number of their subsidiary operations in- 
cluding NBC International.... Ralf Brent, President, 
World Wide Broadcasting (WRUL) is a broadcaster 
with 22 years of experience in all phases of radio. He 
broke in as a disc jockey and has sold time, managed 
stations and been active in all phases of radio work. He 
has headed up WRUL since 1960.... Ralph G. Allrud, 
Senior Account Executive, John Blair TV, graduated 
from the California Institute of Technology with a BS 
in Aeronautical Engineering. One day he stopped de- 
signing airplanes and started writing copy. He has 
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Paul T. Carroll 
Manager of Advertising 
& Sales Promotion, 
Goodyear International 


Caroline Stella, 
Int’! Media Director, 
J. Walter Thompson 
Company 


Frank Bernaducci, 
Int'l Media Supervisor, 
Doyle, Dane & Bernbach 


Oe 


Charles E. Allen, 
Vice President— 
Int'l Operations, 
Hill & Knowlton 








William F. 0’Dell 
President, 
Market Facts 
Roc International 


Monroe L. Mendelsohn, 
President, 
Monroe Mendelsohn Research 


been in advertising and selling since—primarily broad- 
cast representation. 


PRINT MEDIA — Caroline Stella, International Media 
Director, J. Walter Thompson Company, keeps abreast 
of marketing and media conditions in over 100 coun- 
tries, is President of the International Media Buyers 
Association among other extra-curricular activities. ... 
Frank Bernaducci, International Media Supervisor, 
Doyle, Dane & Bernbach, is a long-time medium man 
having worked on a variety of accounts. Prior to joining 
Doyle, Dane & Bernbach, he was Media Director for 
ten years at National Export Advertising Service. 


BUDGETING—Richard A. Kulp, International Adver- 
tising Director, Carrier International, has radio produc- 
tion, newspaper reporting, advertising agency work, in 
his background. His previous connections have included 
Remington Rand, DuPont, N. W. Ayer, among others. 
... Paul T. Carroll, Manager of Advertising & Sales Pro- 
motion, Goodyear International, attended the Univer- 
sity of Akron as an advertising major. He has travelled 
the world widely and been closely affiliated with inter- 
national advertising problems and techniques for the 
past 15 years. 


Richard A. Kulp, 
International Advertising 
Director, 

Carrier International 
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9:30 


10:00 


10:30 


10:45 


11:15 





Alfred W. Barth, 
Senior Vice President, 
Chase Manhattan Bank 


JADE ROOM 


Alfred W. Barth, Sr. Vice Presi- 


dent, Chase Manhattan Bank 


David Dutton, Managing Director, 


London Press Exchange 


Break for Coffee, Courtesy of 
Reader's Digest 


Henry Boschen, President, 
Raymond International 


Congress Closing, Harry 
Thompson, Chairman 


PROFITS—Outstanding 
examples of companies 
who have met and 
solved their 
international problems. 








MARKETING MONEY PROFITABLY 


Alfred W. Barth, Senior Vice President, The Chase 
Manhattan Bank, born and schooled in Switzerland, 
has been in foreign work since 1921, banking since 
1923. During World War II, he served in Spain as 
Chief of Finance of the Board of Economic Warfare 
and with the Office of Strategic Services, coming back 
to Chase Manhattan in 1944. He was made Adminis- 
trative Head of the International Department of his 
bank in 1960. 


Mr. Barth is president and a director of the Silesian 
American Corp., New York; director of Chase Man- 
hattan Overseas Corporation; director of South Puerto 
Rico Sugar Co., Jersey City, N. J., and four subsidi- 
aries: director, Compagnie International de Grands 
Magasins, Tangiers, Morocco; and director of Ryan 
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«\ 
Henry C. Boschen, 
President, 
Raymond International 


David Dutton, 
Deputy Managing Director, 
London Press Exchange Ltd. 


Bros. Foundation, Inc., New York; he is also a director 
of the American Chamber of Commerce in Spain. 


MARKETING A SERVICE PROFITABLY 


Henry C. Boschen, President, Raymond International 
Co., has had a distinguished career in international 
construction work of all kinds. Up through the ranks 
of Raymond, which he joined after graduating as a 
Mechanical Engineer from Cornell University in 1928, 
he has seen service in every branch of the company’s 
domestic and foreign operations. These have included 
building air bases under combat conditions, develop- 
ing remote undeveloped areas and negotiating for all 
types of overseas construction contracts. In 1946, he 


was elected a Director and Vice President of the 
Raymond Company and became President in 1960. 


PROFITS AND THE INTERNATIONAL AGENCY 


David Dutton, Deputy Managing Director, London 
Press Exchange, was educated at Magdalen College 
School, Oxford. He joined a division of London Press 
Exchange in 1937, left to go back to the Royal Navy 
during World War II (he also served with distinction 
in World War I) and returned as Assistant Account 
Executive. In 1954 he joined the agency’s board as 
Account Director. 


Additionally, Mr. Dutton is Vice Chairman of L.P.E. 
Television Limited, and Director of Publicity Arts, Lim- 
ited—all subsidiaries of L.P.E. Extra-curricularly, he 
is a Fellow of the Institute of Practitioners in Adver- 
tising and a member of the Marketing Management 
Advisory Panel of the British Institute of Management. 
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(At Program Closing Time—for others see Supplemental List) 


CONVENTION EXHIBITORS 





ABC INTERNATIONAL—The international arm of American Broadcasting 
Company now offers advertisers the hard-hitting impact of TV coverage of 
Central America, Venezuela and Ecuador through a single, centralized 
advertising contract. 


ADVERTISING AGE—With the largest paid circulation audience among 
advertising publications—49,928—offers intense readership by thousands of 
executives interested in overseas marketing and advertising. 


AMERICAN EXPORTER PUBLICATIONS—Established 1877. 9 Monthly pub- 
lications—American Exporter, El Exportador Americano, Automotive 
World, Automotive World en Espanol, El] Farmaceutico, Industrial World, 
Industrial World en Espanol, International Electronics and Electronica 
Internacional. 


CUSHING & NEVELL, INC.—The Translation Services Division of C&N has 
a complete staff of highly trained technologists, copywriters and translators 
ready to solve your translation problems—in commercial, scientific and 
technical fields. 


DENTSU ADVERTISING LTD.—Largest agency in Japan and fifth largest in 
the world, Dentsu’s 1960 billing total $148,500,000. Over 3000 employees in 
28 offices service the accounts of both foreign and Japanese clients. 


DENTSU ADVERTISING LTD.— Main Office: Tokyo, Japan. Regional Offices: 
Osaka, Nagoya, Sapporo, Fukuoka. Branch Offices: All major cities of 
Japan . New York Office: Time & Life Bldg., Rockefeller Center, New 
York 20, N.Y. 


EXPORT PUBLISHERS CO., INC.—Publishers of international magazines: 
Transporte Moderno for the transport market, Servicios Publicos and Mod- 
ern Government serving governmental officials and A Sus Ordenes for hos- 
pitals, hotels and institutions in Latin America. 


EXPORT TRADE and SHIPPER—20 Vesey Street, New York. The weekly 
magazine for U. S. export executives. Covers all phases of international 
business including selling, merchandising, overseas production, market in- 
formation, etc. Established 1919. 


FOREIGN ADVERTISING and SERVICE BUREAU, INC.—342 Madison Ave- 
nue, New York 17, N.Y. International advertising exclusively since 1903. 
Thoroughly established affiliation of long standing with highly qualified 
local associate agencies in over 70 markets throughout the world. Public 
relations affiliate: Communications Worldwide Inc., 342 Madison Avenue, 
New York 17, N.Y. 


HABLEMOS—The weekly Sunday Magazine of leading Latin American 
newspapers. An International Magazine with strong local impact. Hablemos 
sells the home and the family. 


KING TYPOGRAPHIC SERVICE CORP.—New York. Quality typesetting in 
English and over 600 languages. Complete facilities for all phases of ty- 
pography, including reproduction on cellophane, Hot-press prints and 
Camera typography. 














LA HACIENDA—Established 1905. Spanish and Portuguese monthly edi- 
tions. Circulates by paid subscription to Latin America plantation owners 
and managers, importers who serve them, agro-industrial establishments 
and government agricultural officials. 


LIFE INTERNATIONAL—World-wide in English every fortnight—distin- 
quished editorial content, top caliber audience and unique presentation add 
up to unmatched advertising effectiveness. New European Regional Edi- 
tion starts June 5th. 


LIFE EN ESPANOL—Fortnightly in Spanish for all Latin America—offers a 
unique opportunity to reflect the quality of your company or product in the 
quality of your advertising to Latin America’s executive consumer families. 
Regional editions for the Caribbean, Mexico and all but Mexico. 


LOCKWOOD TRADE JOURNAL COMPANY, INC.—The Lockwood Trade 
Journal Co., publishers of Paper Trade Journal, The Export Supplement, 
Tobacco, Lockwood’s Directory, is the world wide representative (outside 
of France) for the publications, La Papeterie. 


McCANN-ERICKSON CORPORATION (International)—485 Lexington Ave- 
nue, New York 17, N. Y. World-wide creative marketing agency in 22 
countries with 65 separate offices plus associated agencies to provide global 
coverage. 


McGRAW-HILL INTERNATIONAL—Publishers of business magazines for 
businessmen around the free world. Publishers of International Manage- 
ment, Industria, Construccion, E] Automovil Americano, The American 
Automobile. 


: 


NATIONAL EXPORT ADVERTISING SERVICE, INC.—Chrysler Building, New 
York. International advertising, merchandising, public relations, New York, 
Chicago and Puerto Rican offices. 70 associate advertising agencies, world- 
wide. Since 1918. 





NEWSWEEK EUROPEAN and PACIFIC EDITIONS—The most quoted In- 
ternational News Magazine, read in 166 countries by top government plan- 
ners, executives in industry, and by the world’s most influential audience. 


ROBERT OTTO AND COMPANY, INC.—International advertising and 
marketing agency, New York City. Branch offices abroad: London, Toronto, 
Buenos Aires, Mexico City, and Puerto Rico. Associates throughout the 
world. 


REVISTA INDUSTRIAL—the most-widely circulated industrial publication 
in Latin America; this new products tabloid reaches over 25,000 production 
executives in basic manufacturing industries. 


SAXTON GRAPHIC ARTS—Offers the economical, time-saving complete 
graphicscommunications package from design through final production for 
promotional, institutional and financial literature, displays and illustrations. 


VISION INCORPORATED—New York. Publishers of Vision, largest maga- 
zine for Spanish-speaking Latin America. Affiliated local publications: 
VISAO (Brazil), Semana (Colombia), O Dirigente Industrial (Brazil). 


WORLD WIDE BROADCASTING SYSTEM—New York. International Radio 
Station WRUL covers all of Latin America, Western Europe and Middle 
East. PRUL Inter-American Radio Network comprises close to 70 local 
stations throughout Latin America. 
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Up 11% last year to $116 billion. (Since 1950, free 
world trade has nearly doubled.) For the free world 
market, the only direction is up. The International 
Editions of TIME and LIFE have more than kept 
pace. In 1960: @ Four new editions added or an- 
nounced: TIME South Pacific, TIME Asia, LIFE 
INTERNATIONAL-European, LIFE EN ESPANOL- 
Caribbean. m Advertisers’ investment up 
21.7% to nearly $20,000,000. @ Circulation in 144 
countries and territories 135,000 over a year ago—to 


TIME & LIFE International Editions = TIME & LIFE Building, Rockefeller Center, New York, N. Y. 


more than 1,400,000 copies each issue. @ Readers’ 
investment for copies—more than $10,000,000. 
Every year, in every industrial country of the free 
world, more business leaders are looking to inter- 
national trade and investment to 
open up new profit areas. In 1960 
alone 1,081 companies around the 
world selected TIME-LIFE Inter- 
national to advertise their products 
and services in the world markets. 









































In JAPAN media reach 


A million people — 
needing, wanting, 
buying. 

Japan is served by mass 


communications — 
million TV sets 


1 3 million radios 


million copies of 
daily newspapers 


million copies of 
weekly magazines 


million copies of 
monthlies 


with 


Advertising specialists 
to serve you working 
for 


SANSHODO ADVERTISING AGENCY, LTD. 


8, l-chome, Takara-cho, Chuo-ku, Tokyo 
Cable Address: SANSHODOAD TOKYO 
Branch Offices: Osaka — Fukuoka 


© 


Foreign Language 
——Division—— 


WORLD'S FOREMOST FOREIGN-LANGUAGE TYPOGRAPHIC SERVICE 


Typesetting in English 
and over 600 
Languages and Dialects 


KING TYPOGRAPHIC SERVICE CORP. 
330 WEST 42d STREET, NEW YORK 36, N.Y. 
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EL ESPECTADOR 


BOGOTA, D.E.—COLOMBIA 


Morning, Evening & Sunday 


e The oldest newspaper of Colombia 


e Certified circulation by OCC of 
IAPA for the month ending June 


1960 — 
Morning 45,305 
Evening 66,347 
Combined Total 111,652 


e Rate: U.S. $3.15 per column inch 


(combined total) 


For further details, contact 


JOSHUA B. POWERS, INC. 


551 Fifth Avenue, New York 17, N. Y.— MU 2-1935 
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IN FRANCE AND 
THE COMMON MARKET ? CONSULT PUBLICIS! 


DOING BUSINESS IN EUROPE ? 


CAN YOU TALK 
THE RIGHT LANGUAGE ? WE CAN! 


PUBLICIS, FRANCE’S LARGEST ADVERTISING AGENCY, 


ALREADY HANDLES THE FRENCH ADVERTISING FOR 
A NUMBER OF LEADING INTERNATIONAL FIRMS SUCH AS: 












































British-American Tobacco, Eversharp Pens and Pencils 
Colgate-Palmolive, General Motors (France) 

Coty, Frigidaire and other GM Products 
Dunlop, Motta, 

Duquesne-Purina, Ronson Lighters, 

E.M.1. (Pathé Marconi), Shell Berre (French Shell), 

Eno Fruit Salt (Beecham Singer, 

Overseas, Ltd. ), Trans-Canada Air Lines (Air Canada) 


PUBLICIS S.A., New York Office: 
Full Service Advertising Agency, PUBLICIS CORPORATION, Rockefeller Center, 


133 Champs Elysees, Paris 8° , France 610 Fifth Avenue, New York 20, N.Y. 
(Balzac 78-00) (Plaza 7-2273) 
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| & been only three and a half years since the 
creation of NBC International, Ltd., but a 
review of what the new enterprise has already 
accomplished could be entitled, “Where Did You 
Go? Out. What Did You Do? Plenty.” 

The general goals of the yndertaking have 
been to find overseas markets for our television 
shows, to search for investment opportunities in 
the development of TV stations abroad, and ‘to 
discover what other nations have to offer in the 
way of programs for U.S. audiences. 

Today, NBC International, Ltd., under the 
continuing leadership of board chairman Alfred 
R. Stern, is a familiar name in many, many cor- 
ners of the globe (we know a globe doesn’t really 
have corners, but let’s not get nasty about it). 

Dozens of our programs and personalities are 
almost as well known overseas as they are here. 
For example, the “NBC White Papers” and 
“Victory at Sea” have been eulogized in England; 
“Laramie” is a smash attraction in Germany; in 
Italy, Perry Como was such an immediate hit that 
they named a lake after him. 

Similarly, “National Velvet” is a great favor- 
ite in Mexico City; “Project 20” and the “NBC 
Opera” are very big in Australia; and in Japan, 
Loretta Young is so beloved that she isn’t even 
required to remove her shoes before coming 
through that door. 

Only three short summers ago, there were but 


18 overseas areas carrying our TV programs. 
Now, there are 51 regions abroad where our shows 
are seen. And busy NBC International offices in 
London, Mexico City and Sydney see to it that 
these regions are properly serviced. 

We’re hopeful that in the not-too-distant 
future, the number of overseas-produced shows 
finding their way to our TV screens here will in- 
crease. Thus far, the traffic in this direction has 
been little more than a trickle. But we’re trying 
to remedy this through our production and devel- 
opment assistance on new shows being readied in 
other countries. 

As you read this, for instance, NBC President 
Bob Kintner is making a two-week swing through 
Venezuela, Argentina and Brazil to review our 
Latin American associations and survey possibil- 
ities for expanding our news coverage in that area. 

Our strong interest in overseas broadcasting 
is spurred largely by the realization that nearly 90 
per cent of all U.S. homes are already equipped 
with television. But elsewhere in the world, TV- 
set ownership is mushrooming as it did here at 
the turn of the °50’s. In fact, the TV public outside 
the U.S. is now almost as large as the audience 
within our borders. 

So TV’s greatest growth potential is no longer 
on the domestic side. No one is more aware of that 
fact of life than we are. Nor is this an awareness 
that is just now being translated into action. The 
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truth is that we are the number one broadcasting 
company in the international field, but there are 
challengers aplenty. 

Among the overseas stations with which we 
have close working relationships are Television 
Tapatia, in Guadalajara; Cadete (Channel Nine), 
in Buenos Aires; QTQ9, in Brisbane; and Fuji TV, 
in Tokyo. 

Our main contribution to the development of 
such operations abroad, we feel, is the experience 
we've gained in over a decade of TV growth at 
home. Many overseas installations are poised at 
the same threshold we were trying to cross a 
dozen years ago. Our skilled representatives are 
on hand at those places to make the crossing a 
bit easier. 

In the course of the past few seasons we have 
discovered that entertainment tastes of viewers 
differ very widely from country to country. 
A half-hour guitar concert that might be the livin’ 
end in Buenos Aires could lay an ostrich-sized 
egg in Australia. A particular drama anthology 
might be very big in England’s urban centers, 
but in Italy’s olive-producing regions the viewers 
might stay away in groves. 

Among all nations, however, there’s an in- 
satiable hunger for news and public affairs, and 
NBC News—under chief Bill McAndrew—and 
NBC International, Ltd., work side by side to 
help answer this need. Generally speaking, it’s 
McAndrew’s staff that handles the spot-news ar- 
rangements while International leans toward the 
feature stories and public affairs programs. 

The overseas appetite for NBC footage in 
these spheres is considerable. For example, NBC 
International furnished a total of nearly 15 hours’ 
film coverage of the Inauguration to Holland, 
Denmark, Germany, Italy, the Philippines and 
Australia. 

A few days later, by means of the “hot kine” 
process. a kinescope of President Kennedy’s first 
news conference was rushed to West Berlin. As 
the editor-in-chief of Radio Free Berlin later 
pointed out, this marked “the first time such a 
complete program from across the Atlantic was 


REPRINTED FROM VARIETY, FEBRUARY 22, 1961 


shown to the German public less than 24 hours 
after origination.” 

In the long-haul transmitting and receiving 
of TV footage, NBC News most often makes use of 
jel-plane service. But fast as the jets are (and 
spanning an ocean in half a dozen hours or so 
can hardly be called dawdling), NBC has some- 
thing else that’s even speedier. 

Under arrangements with the BBC, we are 
able to send and receive news film across the 
Atlantic by cable. (The Western terminus of this 
set-up is an impressive hunk of equipment on the 
RCA Building’s seventh floor here.) Cable-film 
is no penny-ante matter; it takes 100 minutes to 
transmit a one-minute sequence. But it’s by far 
the quickest method devised for rush service. 

Thus, on the day of Queen Elizabeth’s wed- 
ding, the procession to Westminster Abbey was 
shown on NBC here less than two hours after the 
film was shot. 

Exactly one week ago—for the very first time 
—the cable-film procedure was used in both direc- 
tions on the same day. Shortly after we finished 
sending our films of the rioting at the UN, the 
BBC came through with the footage we had or- 
dered on the coverage of the Brussels plane crash. 

There'll come a time, of course, when live, 
trans-oceanic TV will be as commonplace as 
beauty-parlor gossip. No doubt we will then look 
back nostalgically on cabled film as a kind of 
pony-express stop in TV’s inexorable march of 
progress. Both NBC International, Ltd., and NBC 
News, we know, will continue to have a hand in 
making the world just a bit smaller. 

The same can’t be said, by the way, for our 
effect on the size of Western ranches. In the 
“Bonanza” series, for example, the Cartwrights 
are right proud of their Nevada acreage. Little 
do they know that, thanks to our program sales 
overseas, their property now extends into such far- 
off places as England, Sweden, 
Japan and Tasmania. Conclu- 
sion: The world may, in truth, 
be getting smaller, but ranches 
are getting bigger than ever. 
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LEHN & FINK PRODUCTS CORPORATION: manufacturersof 


Dorothy Gray Cosmetics + Tussy - Hinds Honey and 
Almond Cream + Lysol Disinfectant + Etiquet Deodorants 
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International INiewspaper 


Aci ertising 





INTERNATIONAL 


MEDIA 
REPRESENTING GERMANY’S LEADING DAILIES 


BUYERS HANDELSBLATT, 


Specialists in Foreign Advertising 


Dusseldorf 
A § S 0 C I A T j 0 N Top newspaper for Finance & Industry 
DIE WELT, 
Hamburg (also Berlin & Essen) 
For information contact Leading German daily 
IAA HEADQUARTERS FRANKFURTER ALLGEMEINE, 
Hore. RoosEvELT Frankfurt a/M 
‘ Widely read interregional daily. 
45th Street and Madison Ave. 
el 
New York 1475 BROADWAY + NEW YORK 36, N. Y. 


Tel: BRyant 9-6344/6088 
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Message From Garcia 


Until January of this year as many of you know, 
I was the International Media Director of McCann 
Erickson. 


For 20 years I have been involved with Interna- 
tional magazines, newspapers in foreign markets 
and local radio and television in other countries. 





Before you read any further I want you to know 

that I am now Media Research Manager of World- 

Wide Broadcasting System-WRUL, a division of 

the Metropolitan Broadcasting Corporation which owns WNEW Radio and WNEW Tel- 
evision in New York City as well as Radio and TV stations in Philadelphia, Cleveland, 
Washington, D.C., Peoria and Decatur, Illinois, Stockton-Sacramento, California. 


WRUL is the only worldwide commercial radio station in the world. It is the forerunner 
of other worldwide stations. Within several years international television using satellites 
is predicted. 


In the two months I have been at WRUL I have discovered some things which I want all 
of my friends to know. 


First, I am now in the process of creating a comprehensive study of international listening 
audiences according to size, area, and individual characteristics such as age, occupation, 
size of family. This study is to be called INTERCAP (International Continuing Audi- 
ence Profile). 


Second, I am amazed at the listener response from the WRUL audience. I have personally 
waded through the thousands of letters and cards which the station has received in re- 
sponse to offers made by Outboard Marine when they sponsored the New York Motor Boat 
Show and Owens Corning Fiberglas when they advertised on the Presidential Inaugura- 
tion Program WRUL originated in Washington. 


All I can say at this point is, I believe WRUL is an outstanding international adver- 
tising medium with local impact and local identification. ‘ 


If you’d like any further information see me at our,1AA exhibit or call PL 3-0484. 
Masy Jpanee 
International Media Research Manager 
WORLDWIDE BROADCASTING SYSTEM 


WORLDWIDE BROADCASTING SYSTEM 


4 West 58th Street, New York 19, N.Y. 
A DIVISION OF METROPOLITAN BROADCASTING 


LET US HELP YOU OUT. We solve puzzling jobs — large or small. A complete offset and letter- 
press printing plant is at your disposal. Setting type in all languages is no problem. Call Morton Kenner. 


PRINTING COMPANY 
150 WEST 22 STREET 
ALgonquin5-7373 





For complete and economical coverage in special- 
ized markets abroad, particularly in the U. K. and 
sterling areas, these media are the first choice of Brit- 
ish, European, and—to a growing extent—United 
States’ advertisers selling to international markets. 


A partial listing of the world’s largest 

publishing group 

DAILY MIRROR ..............ABC 4,565,327 

SUNDAY PICTORIAL.........ABC 5,275,312 

FLEETWAY PUBLICATIONS 
Woman and Beauty.........CNS 141,523 
Woman and Home.........-CNS 703,098 
Woman's Companion........CNS 189,948 
Woman's Illustrated.........CNS 724,690 
Woman's Journal...........-CNS 265,911 
Woman's Weekly...........CNS 1,459,610 


OVERSEAS NEWSPAPERS, LTD. 
ASSOCIATED ILIFFE PRESS, LTD. 
THOMAS SKINNER & CO., (PUB.) LTD. 


Only mass media serving West Africa 
OVERSEAS NEWSPAPERS, LTD. 


NIGERIAN DAILY TIMES 

(average daily net sale: 

112,580) - GHANA DAILY 

GRAPHIC (average daily net 

sale: 80,304) - SIERRA 

LEONE DAILY MAIL (aver- 

age daily net sale: 10,134) 

NIGERIAN SUNDAY TIMES 

GHANA SUNDAY MIRROR 

GHANA JUNIOR GRAPHIC 

WEST AFRICAN REVIEW (monthly) 8,000 
WEST AFRICA (weekly) 5,000 

Following West Africa information available on request: 
1) MARKET DEVELOPMENT SURVEY 

2) 1961 CALENDAR OF TECHNICAL SUPPLEMENTS 


U.S. Services include: 


Own New York office and representatives in Chicago, Los Angeles and San Francisco + complete facts and 
figures for all publications - sample copies on request * country by country breakdowns « circulation audits 
readership information +» general market information + dollar billing and full agency commissions + air 
shipment of plates + gratis typesetting - gratis cable service for space reservations, etc. 


Aviation 
FLIGHT 


The world’s foremost aeronautical 
weekly. Read internationally by lead- 
ers in the fields of commercial, civil 
and military aviation. Deals with re- 
search, construction, operation, main- 
tenance. Published since 1909. 
FLIGHT: Weekly. Audited Paid Circu- 
lation, 29,151 

AIRCRAFT PRODUCTION: Monthly. 
A.P.C., 2,535 


Metallurgy and Plastics 
BRITISH PLASTICS 


The journal that speaks for the in- 
dustry. A powerful, world-circulating 
sales medium for all plastics materials, 
machinery, and products. Circulates 
throughout the British plastics in- 
dustry and in 47 major overseas 
markets. Organizer of the Interna- 
tional Plastics Exhibition /nterplas. 
BRITISH PLASTICS: Monthly. A.P.- 
C., 9,075 

NTERNATIONAL PLASTICS EN- 
GINEERING: Monthly. First issue: 
Feb. ’61 3,500 

IRON AND "brens: Monthly. A.P.- 
C., 2,872 

METAL INDUSTRY: Weekly. A.P.C., 
4,053 


Radio, Television and 
Electronics 


WIRELESS WORLD 


For all concerned with radio, tele- 
vision and electronics. The recognized 
leader since Marconi’s day. 
WIRELESS WORLD: Monthly. A.P.- a ) 
C., 69,107 

ELECTRONIC TECHNOLOGY : Mon- 
thly. A.P.C., 7,111 

WIRELESS AND ELECTRICAL 
TRADER: Weekly. A.P.C., over 13,000 
ELECTRICAL REVIEW: Weekly. A.- 
P.C., over 15,000 


gos World 


Rade Teter toe 


Specialized Engineering 
MECHANICAL HANDLING 


The leading British authority on in- 
dustrial mechanization, providing ex- 
pert advice on the latest fa bour-aiding 
machinery, its installation, mainten- 
ance and repair. Organizes the biennial 
Mechanical Handling Exhibition. 
MECHANICAL HANDLING: Month- 
ly. A.P.C., 7,491 

MATERIALS HANDLING NEWS: 
Monthly over 15,000 

WELDING AND METAL FABRICA- 
TION: Monthly. A.P.C. 6,064 
MACHINE SHOP MAGAZINE: Mon- 
thly. A.P.C. 10,063 


Other Important Skinner-Iliffe Publications 


ABC Air Cargo Guide (Monthly) « ABC Shipping Guide (Bi-Monthly) « ABC World Airways Guide (Monthly) « Amateur Photography 


(Weekly) « Architect & Building News (Weekly) 


e¢ Autocar (Weekly) 


Data Processing (Quarterly) « Farmer & Stock-Breeder (Weekly) 
Nursing Mirror (Weekly) « Poultry World (Weekly) « Practical Power Farming (Monthly) « Skinner’s Silk & Rayon Record (Monthly) 


Stock Exchange Gazette (Weekly) 


e Automobile Engineer (Monthly) « Bus and Coach (Monthly) 
¢ The Motor Cycle (Weekly) _* Motor Transport (Weekly) 


Wool Record & Textile World (Weekly) * Yachting World (Monthly) 


SKINNER-ILIFFE 


The World’s Largest Range of Technical, Trade and Specialized Journals 


LOS ANGELES CANADA 


SAN FRANCISCO 


Duncan A. Scott Int’! 
85 Post Street 

San Francisco 4, Calif 
GArfield 1-7950 


CHICAGO 


Duncan A. Scott Int’! 
35 East Wacker Drive 
Chicago 1, Illinois 
CEntral 6-2163 


NEW YORK 

Thomas Skinner & Co. (Pub.) Ltd. Duncan A. Scott Int'l Thomas Skinner & Co. (Pub.) Ltd 
1901 West 8th Street 18 Rideau Street 

Los Angeles 57, Calif Ottawa, Canada 

DUnkirk 8-415] CEntral 4-5433 


(these supplements, to be distributed in all three daily news- 
papers, are important because of absence of technical press " 
in area) Digby 9-1197 
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SUNDAY PICTORIAL 

FLEETWAY PUBLICATIONS 
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OVERSEAS NEWSPAPERS, LTD 
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Only mass media serving 
OVERSEAS NEWSPAPERS, L 


NIGERIAN DAILY TIMES 
(average daily net sale: 
112,580) - GHANA DAILY 
GRAPHIC (average daily net 
sale: 80,304) + SIERRA 
LEONE DAILY MAIL (aver- 
age daily net sale: 10,134) 
NIGERIAN SUNDAY TIMES 
GHANA SUNDAY MIRROR 
GHANA JUNIOR GRAPHIC 
WEST AFRICAN REVIEW (mo 
WEST AFRICA (weekly) 5,000 
Following West Africa information av 
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srticularly in the U. K. and 
a are the first choice of Brit- 
a growing extent—United 
gy to international markets. 


the world’s largest 


covceeccAG 4,565,327 
socccee che Salania 


ONS 

TTT TT. 
-CNS 
-CNS 
CNS 
-CNS 


RESS, LTD. 


141,523 
703,098 
189,948 
724,690 
265,911 
1,459,610 


CO., (PUB.) LTD. 


erving West Africa 


U.S. Services include: 


Own New York office and representatives in Chicago, Los Angeles and San Francisco + complete facts and 
figures for all publications + sample copies on request + country by country breakdowns « circulation audits 
readership information +» general market information + dollar billing and full agency commissions + air 


shipment of plates + gratis typesetting + gratis cable service for space reservations, etc. 


Aviation 
FLIGHT 


The world’s foremost aeronautical 
weekly. Read internationally by lead- 
ers in the fields of commercial, civil 
and military aviation. Deals with re- 
search, construction, operation, main- 
tenance. Published since 1909. 
FLIGHT: Weekly. Audited Paid Circu- 
lation, 29,151 
AIRCRA PRODUCTION: Monthly. 
f 
,535 


Metallurgy and Plastics 
BRITISH PLASTICS 


The journal that speaks for the in- 
dustry. A powerful, world-circulating 
sales medium for all plastics materials, 
machinery, and products. Circulates 
throughout the British plastics in- 
dustry and in 47 major overseas 
markets. Organizer of the Interna- 
tional Plastics Exhibition /nterplas. 
BRITISH PLASTICS: Monthly. A.P.- 
C., 9,075 

INTERNATIONAL PLASTICS EN- 
GINEERING: Monthly. First issue: 
Feb. ’61 3,500 

IRON AND STEEL: Monthly. A.P.- 
C., 2,872 

METAL INDUSTRY: Weekly. A.P.C., 
4,053 


Radio, Television and 
Electronics 


WIRELESS WORLD 


For all concerned with radio, tele- 
vision and electronics. The recognized 
leader since Marconi’s day. 
WIRELESS WORLD: Monthly. A.P.- 
C., 69,107 

ELECTRONIC TECHNOLOGY: Mon- 
thly. A.P.C., 7,111 

WIRELESS AND ELECTRICAL 
TRADER: Weekly. A.P.C., over 13,000 
ELECTRICAL REVIEW: Weekly. A.- 
P.C., over 15,000 


Specialized Engineering 
MECHANICAL HANDLING 


The leading British authority on in- 
dustrial mechanization, providing ex- 
pert advice on the latest labour-aiding 
machinery, its installation, mainten- 
ance and repair. Organizes the biennial 
Mechanical Handling Exhibition. 
MECHANICAL HANDLING: Month- 
ly. A.P.C., 7,491 

MATERIALS HANDLING NEWS: 
Monthly over 1§,000 

WELDING AND METAL FABRICA- 
TION: Monthly. A.P.C. 6,064 
MACHINE SHOP MAGAZINE: Mon- 
thly. A.P.C. 10,063 


Wirwless World 


IEW (monthly) 8,000 
) 5,000 
rmation available on request: 
T SURVEY 
TECHNICAL SUPPLEMENTS 


tributed in all three daily news- 
se of absence of technical press 


Other Important Skinner-lliffe Publications 


ABC Air Cargo Guide (Monthly) « ABC Shipping Guide (Bi-Monthly) « ABC World Airways Guide (Monthly) « Amateur Photography 

(Weekly) « Architect & Building News (Weekly) e Autocar (Weekly) *« Automobile Engineer (Monthly) « Bus and Coach (Monthly) 

Data Processing (Quarterly) « Farmer & Stock-Breeder (Weekly) * The Motor Cycle (Weekly) _* Motor Transport (Weekly) 

Nursing Mirror (Weekly) * Poultry World (Weekly) « Practical Power Farming (Monthly) ¢ Skinner’s Silk & Rayon Record (Monthly) 
Stock Exchange Gazette (Weekly) « Wool Record & Textile World (Weekly) * Yachting World (Monthly) 


SKINNER-ILIFFE 


The World’s Largest Range of Technical, Trade and Specialized Journals 


CHICAGO SAN FRANCISCO LOS ANGELES CANADA 


Duncan A. Scott Int'l. Duncan A. Scott Int'l. Duncan A. Scott Int'l Thomas Skinner & Co. (Pub.) Ltd 
35 East Wacker Drive 85 Post Street 1901 West 8th Street 18 Rideau Street 

Chicago 1, Illinois San Francisco 4, Calif Los Angeles 57, Calif Ottawa, Canada 

CEntral 6-2163 GArfield 1-7950 DUnkirk 8-415] CEntral 4-5433 


NEW YORK 
Thomas Skinner & Co. (Pub.) Ltd. 


Digby 9-1197 
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an important message 
for media buyers 
marketing anywhere 


in the World... 














DO YOU WANT TO 
MEET THIS VENEZUELAN 
AND HIS FAMILY? 


CORPA can introduce’ ree you... We know a lot about 
him: what he buys and why. . aa he buys it (and he has a lot 
of money to spend too); where“®@ he lives'and what income bracket 
he’s in; what media reach him and the message that’s most effective. CORPA can 
introduce you, because we combine Venezuelan know-how and international 
techniques of marketing and service. This has made CORPA the most successful 
agency in Venezuela. 


In Venezuela... It’s CORP A 


CORPA, Apartado 3954, Caracas, Venezuela Some clients of Cigarrera Bigott Pepsi Cola 
Afiliated to Colman, Prentis & Varley In- CORPA: (foremost cigarette Procter & Gamble 
ternational-London, with officesin New York, B.O.A.C. manufacturers) Santa Teresa 

Paris, Milan, Frankfurt, Brussels, Amster- Caterpillar Distribuidora Cervecera (foremost distillers) 
dam, Lausanne, Santiago, Bogota, Port-of- Chiclets Adams (foremost brewery) Warner-Lambert 
Spain, Kingston and Teheran. Cia. Shell de Venezuela Parker Pen Yardley 





BROADCAST 
INTERNATIONAL, 
INCORPORATED....... 


Announces the beginning of daily public service broadcasts for exporters 
with markets in Latin America, Africa, Europe, and the Middle and Far 
East. Through arrangements with various foreign governments and net- 


works, BROADCAST INTERNATIONAL is able to arrange for public 


service programming in 23 countries around the world. 


The firm’s services include complete writing and production facilities 
operated by nationals of the respective country, all traffic services, place- 
ment and foreign broadcast counseling for export departments of U.S. 


companies. 


In addition, BROADCAST INTERNATIONAL is, at present, doing a 
series of special events broadcasts for Austria, Australia, Argentina, 


Brazil, Colombia, Ecuador, the Cote d'Ivoire, Togo, Venezuela. 


BROADCAST INTERNATIONAL is a private firm represented by its 


own agents in 92 countries. 


If you would like a BII service representative to call on you and explain 
the full range of new and unique services . . . please get in touch with 


Mr. Hanlon at: 


BROADCAST INTERNATIONAL, INCORPORATED 
3 West 57TH STREET @e N.Y. 19, N.Y. © TEMPLETON 8-0370 
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MARKLIN — will 


new doors for you 


open 
to cover the vast 
potential markets of 
the FAR EAST. 





With 
Malaya, 


branches in 
Hong Kong 





and Bangkok, 


MARKLIN’S — complete 
agency service will 
direct your sales 





promotion to reach 
the right people with 
the right message in 
the right language at 


the right time. 








HONG KONG If you are selling to 


the FAR EAST write 
now to 
MARKLIN 
1 ADVERTISING 
LIMITED 


SINGAPORE, 1 
P. O. BOX 732 
KUALA LUMPUR 
P. O. BOX 866 
HONGKONG 

P. O. BOX 1295 
BANGKOK 

P. O. BOX 1152 














3ANGKOK 


Internationally 
affiliated to 
leading Agencies 

in the UNITED 
STATES, ENGLAND, 
EUROPE and the 
FAR EAST. 


LONDON OFFICE: 3 Cork Street, Bond Street, 
london. W.1 








rklin 


ADVERTISING LIMITED 
Lr Nad 





BARNET & REEF ASSOCIATES INC 
AND ITS OVERSEAS ORGANIZATION 


PR INTERNATIONAL INC 
445 Park Avenue New York 22 N Y 














TGO 


(LA VOZ DE LAS AMERICAS) 


NOW 5,000 WATTS 


In the past few years we knew we had a 





terrific audiénce. Sometimes in first place 
and sometimes in second, but always one 
of the top two Guatemalan stations. 


Today, with the new tower and the new 
5000 watt transmitter, our coverage is 
greater than ever. Mail is coming in from 
all over the country. The new TGO-La Voz 
de las Americas of Guatemala City delivers 
more radio homes per dollar invested. 


See our sales offices: 


CARIBBEAN NETWORKS, INC. 


20 West 43rd Street, New York 36, N. Y. 


REPRESENTACIONES PUBLICITARIAS LATINO AMERICANAS 


Vallarta +1, Mexico 4 D.F., Mexico 
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the ONLY 


NICARAGUAN 
RADIO NETWORK 


THERE IS NO QUESTION ABOUT IT! 


1. The ONLY: The Nicaraguan Radio Network is the 
ONLY NATIONAL radio network in Nicaragua. 

2. NATIONAL COVERAGE—The Nicaraguan Radio Net- 
work covers the entire country with stations in the 
five most important cities: YNW-RADIO MUNDIAL— 
Managua, YNW1—Leon, YNW2—Malagalpa, YNW3 
—Esteli and YNWW—Granada. 

3. POPULARITY—The programs of the Nicaraguan 
Radio Network completely DOMINATE Metropolitan 
Managua with 67% share of the audience and 
73% share of the national audience. 


For detailed information contact our sales offices: 


CARIBBEAN NETWORK, INC. 
20 West 43rd Street New York 36, New York 
REPRESENTACIONES PUBLICITARIAS 
LATINO AMERICANAS 


Vallarta #1 Mexico 4 D.F., Mexico 





ANNOUNCING 
WITH THE RADIO 
STATIONS OF THE 


pl 


YOU REALLY SAVE MONEY 





— D> Ratio reed(gSO  [ifh-cszr..14 
st 
590 Kes. 1.000 Kes. 1.380 Kes. 1.410 Kes. 
y odemds en Frecuencia Modulodo VFM 2m 100.5 mages 
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TOP EUROPEAN TRADE PUBLICATIONS 


CHEMISCHE INDUSTRIE i LUFTFAHRTTECHNIK 
Monthly in German & } Technical Aviation Journal 
quarterly in English j KUNSTSTOFFE 
ATOMWIRTSCHAFT i World’s oldest plastics journal 
Nuclear monthly f 
KAUTSCHUK & GUMMI z KUNSTSTOFFE -PLASTICOS 
Monthly for the i Spanish edition of KUNSTSTOFFE 
Rubber Industry i 
METALL | vol en | 
Official monthly of 1 — s largest technica 
the German Metal Industry i ae re 
PHOTO-TECHNIK | ELEKTRONISCHE 
u.WIRTSCHAFT J RUNDSCHAU 
Photographic monthly r Electronics monthly. 
= 


EXCLUSIVELY REPRESENTED BY 


Enternational Newspaper Aavertising 


1475 BROADWAY + NEW YORK 36, N. Y. 
Tel: BRyant 9-6344/6088 


ee 











IN PUERTO RICO 


WAPA 


680 Kes — SAN JUAN — 10 Kws 


Is the top station to deliver your 
message at the lowest cost per 


thousand radio homes. 


For information, program availabilities, rates, etc. 
contact our sales office: 


CARIBBEAN NETWORKS, INC. 


20 West 43rd Street, New York 36, N. Y. 








tata 

















in Argentina... 


Organization Argentina de Encuestas 
Buenas Aires 


In Australia... 


Australian Sales Research 
Bureau Pty. Ltd. 
Melbourne and Sydney 


In Denmark... 


Markedsanalyse 
Copenhagen 


in France... 
Synergie-ROC 
Paris 


In Germany... 


Infratest G.m.b.H. & Co. 
Munich 


. an organization of independent marketing 
research companies serving the needs of 


manufacturers, advertising agencies, publishers, and 


trade associations throughout the Free World. 


Roc International firms are fully staffed with 
sampling mathematicians, psychologists, 
sociologists, marketing men, and teams of closely 
supervised interviewers. Each company utilizes 
nation-wide probability sampling procedures 
suited to its particular country. 


Marketing studies, tailored to your requirements, 
can be conducted in one segment of a market or 
throughout the entire chain of countries joined 
through ROC INTERNATIONAL. 


In Great Britain... 


Market Investigations Ltd. 
London 


In Italy... 


Misura s.p.a. 
Milan 


In Japan... 


Market Center Company Ltd. 
Tokyo 


In the Netherlands... 
Nederlands Instituut Voor 

Motivation en Marketing Research 
Amsterdam 


In Sweden... 


A. B. Marknadsbyran 
Stockholm 


In the United States... 
Market Facts Roc International 
39 S. LaSalle St. 

Chicago, Illinois 

STate 2-3868 


Secretariat: Roc international 
112 bis Rue Cardinet 

Paris, France 

WAG 87 11 


Recherche et Organization Commerciale 





Basic as A BG 


for top-level selling 


throughout the world... 


Tie Economist —universal as the Morse Code— 
reaches across national boundaries to the deci- 
sion-makers in all your world markets. 








For over a century, The Economist has been 
welcomed weekly into the highest places of in- 
dustry, commerce and government. Its informed, 
impartial commentary on current issues is relied 
on by top executives all over the world. 


To transmit your company image to this select 
group of leaders, you can’t choose a more power- 
ful medium than the magazine often referred to 
as “the world’s most quoted journal”...The 
Economist. 











Circulation data on request 





East-West 
Menu ,*; 


‘g=%| THE ECONOMIST 
. em | ene ... weekly magazine of opinion 
Published in Britain...read throughout the world 


























Represented in the United States on\The Robert T. Kenyon Company, 527 Madison Avenue, New York 22, N. Y. 
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FOR 
IMPLEMENTING 


Wi) 


ALL THE 
PROGRAMS | | | | | 


TOOLS 
a one-source service and production organization 





MARKETING 
TECHNIQUE 


FILM ASSOCIATES 
109 EAST 36TH STREET, New YoRK 16, x,y. J 


PROMOTION 
PACKAGING/ DISPLAY 











Do You Know 


The Secret of Stretching 
Your Advertising Dollar? 


Small or big budgets in El Salvador, 
at YSEB-Cadena Radial Salvadorefa, 
you get more for your money — you 
actually stretch your advertising dol- 
lar — you get more impact, more 
coverage, more service with each 
broadcast. 


. and the only real reason is better 
programming on a three city network 
that gives you larger audience. 


For more details, see our sales offices: 


CARIBBEAN NETWORKS, INC. 
20 WEST 43rd STREET 
NEW YORK 36, NEW YORK 


REPRESENTACIONES PUBLICITARIAS 
LATINO AMERICANAS 
VALLARTA #1 
MEXICO 4 D.F., MEXICO 














The FINANCIAL TIMES 


LONDON, ENGLAND 





One of the world’s 
* outstanding ° 
‘business newspapers 


TO REACH TOP MANAGEMENT 
THERE IS NO SUBSTITUTE FOR 
THE FINANCIAL TIMES 





For further information and 
specimen copies contact: 


Enternational INiewspaper Aavertising 


1475 BROADWAY + NEW YORK 36, N. Y. 
Tel: BRyant 9-6344/6088 


eee 





HIZ 


BROADCASTING NACIONAL 


C. TRUJILLO - DOMINICAN REPUBLIC 


Today and for the past 30 years, The Pioneer 
Station, HIZ-Broadcasting Nacional has been the 
Station to sell to the Dominican Republic. 


HIZ sells with four transmitters of 1000 watts 
each: HIZ-1350 Ke — HI1Z-6112 Ke — HI2Z- 
3245 Ke and HIZ-FM-89 Mg. No wonder every- 
body in the Dominican Republic says: ‘No 
matter where the customers are, they all listen 
to HIZ-Broadcasting Nacional.”’ 


For information, program availabilities, rates, etc. 
contact our sales office: 


CARIBBEAN NETWORKS, INC. 


20 West 43rd Street, New York 36, N. Y. 
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| \ 
now... Island COVERAGE 
Mi sicginne lly WAPATY & 


San Juan 


* 
Aguadilla | 


3 canna Puerto Rico 
Mayaguez . 
WSURTV9 
* P once 








WAPA-TV SAN JUAN, P.R. or CARIBBEAN NETWORKS, INC., NEW YORK, N. Y. 


Tiw HRU 


RADIO CITY NETWORK RADIO CENTRO NETWORK 











(Costa Rica’s Only National Network) HONDURAS 
Fil 

Costa Ricans with money to spend, spend For the first time a Radio Network is avail- Ha 
more time listening to TIW-Radio City able in Honduras, HRU-Radio Centro Net- A. 
Network in six major Costa Rican cities. work with stations in San Pedro Sula and pon 

Tegucigalpa. 
TIW-Radio City Network covers the country An 
with stations in San José, Punta Arenas, In two years a New Selling Team reaching Mel 
Puerto’ Limon, San Carlos, Golfito and more radio homes at the lowest cost per 
Liberia. 

1000. 


For complete information, see the nearest sales office: 


See our sales offices: . 
For complete details see our sales offices: 
CARIBBEAN NETWORKS, INC. CARIBBEAN NETWORKS, INC. 
20 West 43rd Street, New York 36, N. Y. 20 West 43rd Street, New York 36, N. Y. 
REPRESENTACIONES PUBLICITARIAS LATINO AMERICANAS REPRESENTACIONES PUBLICITARIAS LATINO AMERICANAS 
Vallarta #1, Mexico 4 D.F., Mexico Vallarta #1, Mexico 4 D.F., Mexico 
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TAKE ONE CUP 


Fill it with nuts, with diamonds or with feathers, Problem: now sell it. 


Hakuhodo is brimful of ideas on solving problems, on making more people aware of its clients’ products. We've 
heaps of energetic and talented people, lots of production skills and know-how, piles of marketing research material 


on J apanese tastes. 


And lately, Hakuhodo has a new international look. We've opened a New York office and affiliated in Japan with 
McCann-Erickson, widening our horizons to 50 cities. Got the image? Hakuhodo can do. 


Head Office: 22, 3-chome, Kanda Nishiki-cho, Chiyoda-ku, Tokyo, Japan. Tel: 291-3141 
Hakuhodo Inc a a & Branch Offices: Osaka, Nagoya, Fukuoka, Sapporo, Sendai, Niigata, Shizuoka, Hiroshima, 
Advertising Takamatsu, Kokura, Kumamoto, Okinawa. 
New York Office: Time & Life Building, Rockefeller Center, New York 20, N.Y. 

















Distributors of 
the World's Finest 
TV Programs in 
International 
Markets . . . 


MnriZpeman 


, a 4 
INC. 


366 MADISON AVENUE 
NEW YORK, N. Y. 


THE PIONEER “OVERSEAS” 
PROGRAM DISTRIBUTOR 


Serving International Markets 
For 14 Years 


Fremantle of Canada, Ltd. 
Toronto, Montreal 


Fremantle De Mexico, $.A. 
Mexico, D.F. 
Talbot TV, Ltd. 
Londen 
Fremantle Italiana, $.8.1. 

Rome 


Fremantie International, Inc. 
Sydney 











This ts 
Lig - Zag! 


The oldest printing concern in South America 











The House of: 


ZIG-ZAG 
VEA 
CONFIDENCIAS 
EVA 
ERCILLA 
OKEY 
DON FAUSTO 
ECRAN 
ROSITA 
a different magazine for each 
group of consumers covering 


all the West Coast of South 


America. 


For copies and tariff apply to: Joshua B. Powers Inc. 
551 Fifth Avenue, 
New York 17, N. Y. 


















aaitay, 
EDITORA ZIG - ZAG, S. A 


CASILLA 84-D.- SANTIAGO 
CHILE 
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Three outstanding organiza- 
tions form the bases for 
successful advertising and 
selling your products in 
Panamé: 


RPC RADIO NETWORK 


and 


Onda Popular Network 


Each with four interconnect- 
ed transmitters, strategically 
located in the cities of Pana- 
md, Colon, Chitre and David 
for total coverage of the 
Republic. 


RPC Radio Network and 
Onda Popular Network de- 
liver 54.8% share of the 
audience. 


PLUS 
RPC-TV 


CHANNEL 4 


The first and only Spanish TV 
station covering all television 
homes in the country. 


Sales offices: 


CORPORACION PANAMENA DE 
RADIODIFUSION, S.A. 


P.O. Box 1795, Panama 


CARIBBEAN NETWORKS, INC. 
20 West 43rd Street 
New York 36, New York 


REPRESENTACIONES 
PUBLICITARIAS 
LATINO AMERICANAS 


Vallarta #1, Mexico 4 D.F. 














The Most Trusted Name in Electronics 7 RADIO CORPORATION OF AMERICA 








IN WORLD MARKETS S. S. KOPPE & CO., INC., are 
U.S.A., REPRESENTATIVES OF THE FOLLOWING 
SELECTIVE MEDIA: 


ARGENTINA 


Buenos Aires 
La Nacion (MD) 


BAHAMAS 


Nassau 
Nassau Guardian (MD) 


BARBADOS 
Bridgetown 
Barbados News (ED) 


BERMUDA 


Hamilton 
The Royal Gazette (MD) 


BRITISH GUIANA 
Georgetown 
Daily Argosy (MD) 
Daily Chronicle (MD) 


BRITISH HONDURAS 


Belize 
Belize Billboard (MD) 


BRUNEI 


Kuala Belait 
Borneo Bulletin (W) 


CEYLON 

Colombo 
Ceylon Daily News (MD) 
Ceylon Observer (ED) 
Dinamina (MD) 
Silumina (W) 
Thinakatan (MD) 


CHILE 
Antofagasta 

El Mercurio (MD) 
Santiago 

El Mercurio (MD) 

La Segunda (ED) 

Las Ultimas Noticias (ED) 
Valparaiso 

La Estrella (ED) 

El Mercurio (MD) 


COLOMBIA 
Barranquilla 

El Heraldo (MD) 
Bogota 

El Tiempo (MD) 
Cartagena 

Diario de la Costa (MD) 
Manizales 

La Patria (MD) 


Medellin 
El Correo (MD) 


COSTA RICA 
San Jose 
La Nacion (MD) 
La Prensa Libre (D) 


CUBA 

Havana 
Avance (ED) 
Carteles (W) 
Vanidades (BM) 
Havana Post (MD) 
El Mundo (MD) 


DENMARK 


Familie Journalen (M) 
Femina (M) 
Se og Hor (M) 


DOMINICAN REPUBLIC 


Ciudad Trujillo 
El Caribe (MD) 


ECUADOR 

Guayaquil 
El Universo (MD) 
Vistazo (M) 

Quito 
El Comercio (MD) 
Ultimas Noticias (ED) 
Radio Quito 


EL SALVADOR 


San Salvador 
La Prensa Grafica (MD) 


GERMANY 


Essen 
Neue Rhein Zeitung (MD) 
Neue Ruhr Zeitung (MD) 


GUAM 
Agana 
Guam Daily News (MD) 


GUATEMALA 


Guatemala City 
El Imparcial (ED) 


HAWAII 


Honolulu 
Hawaii Times (MD) 


HONDURAS 
San Pedro Sula 

Correo del Norte (ED) 
Tegucigalpa 

El Dia (MD) 


HONG KONG 
China Mail (ED) 
South China Morning Post 
Sunday Post Herald (W) 
Wah Kiu Yat Po (MD) 
Wah Kiu Man Po (ED) 


JAMAICA 

Kingston 
Daily Gleaner ‘MD) 
Star (ED) 
Spotlight (M) 


MALAYA 
Straits Echo (MD) 


MEXICO 
Mexico al Dia (F) 


NETHERLANDS WEST INDIES 


Curacao 
La Prensa (MD) 


NICARAGUA 

Managua 
La Prensa (MD) 
Radio Station YNRC 


NORWAY 
Allers 


OKINAWA 
Naha 
Morning Star (MD) 


PANAMA 
La Estrella de Panama (MD) 
Star & Herald (MD) 
Panama Tribune (W) 


PERU 


Lima 
La Cronica (MD) 


PHILIPPINES 
Manila 
The Manila Times (D&S) 
Daily Mirror (ED) 
Weekly Woman’s Magazine (W) 
Manila Bulletin (MD) 
Fookien Times (MD) 
Taliba (MD) 
Manila Broadcasting Co. 


PUERTO RICO 
Ponce 
El Dia (MD) 


RHODESIA 

Bulawayo 
Bulawayo Chronicle (D) 
Sunday News 

N’dola 
Northern News (D) 

Salisbury 
African Weekly 
African Parade (W) 
Evening Standard (D) 
Rhodesia Herald (D) 
Sunday Mail (W) 


SARAWAK 

Kuching 
Chinese Daily News (MD) 
Sarawak Tribune (MD) 


SINGAPORE 
Nanyang Siang Pau (MD) 


For full information, specimen copies, rates etc., write to: 


SWEDEN 
Allers 
Familje Journalen 
Femina 


TAIWAN 


Taipei 
China Post (MD) 
TRINIDAD 
Port of Spain 
Evening News (ED) 


Trinidad Guardian (MD) 
Radio Guardian 


UNION OF SOUTH AFRICA 
Bloemfontain 

Farmers Weekly 

Femina and Woman’s Life (F) 

Personality (W) 

The Friend (D) 
Capetown 

Cape Argus (D) 
Durban 

Natal Daily News (D) 

Sunday Tribune (W) 
East London 

Daily Dispatch (D) 
Johannesburg 

The Star (D) 

S.A. Mining & Engineering 

Journal (W) 

S.A. Mining Year Book (A) 

S.A. Engineer (M) 

S.A. Electrical Review & 

Power Magazine (M) 

Suid-Afrikaanse Stem (W) 
Kimberley 

Diamond Field Advertiser (D) 
Klersdorp 

New Klerksdorp Record (D) 
Pietermaritzburg 

Natal Witness (D) 
Pretoria 

Pretoria News (D) 
Potchefstroom 

Potchefstroom Herald (D) 
Queenstown 

Daily Representative (D) 


URUGUAY 
Montevideo 
E| Mundo Uruguayo (W) 
El Plata (ED) 
VENEZUELA 


Caracas 
El Mundo (ED) 
Ultimas Noticias (MD) 
Momento (W) 


Maracaibo 
Panorama (MD) 


Valencia 
El Carabobefio (MD) 


VIRGIN ISLANDS 


t. Thomas 
Daily News (MD) 


Ss. Ss. KOPPE & COMPANY, INC., 


International Publishers Representatives 


630 FIFTH AVENUE 
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NEW YORK 20, N. Y. 











MTEMPLE PRESS 


International Technical Publications 


Reaching key technical and executive personnel controlling buying 


in the world's industrial markets. 


Nuclear Engineering Monthly 3s. 6d. 


Is the leading European journal dealing with every aspect of 
power from nuclear energy. Its coverage, which is completely 
international in scope, is infinitely more comprehensive and 
detailed than any other publication in this field. It is de- 
Signed for the engineer and executive, not for the layman. 


The Petroleum Times Fortnightly 4s. Od. 


Unquestioned leader, since 1899, of all oil journals outside 
the U.S.A. Authoritative coverage of every phase of the 
petroleum industry—drilling, production, marketing and dis- 
tribution. The Petroleum Times affords unique world news 
service of greatest importance to everyone connected with 
the industry 


The Aeroplane and Astronautics Weekly Is. 6d. 


The World’s leading aviation weekly. New aircraft, aero- 
engines, guided weapons, astronautics and ancillary equip- 
ment are covered in detail. Modern trends in construction 
and operating techniques, military and civil aircraft, research, 
engineering and all other aspects of international aviation 
are reviewed. 


Plastics Monthly 3s, Od. 
Premier European journal in the industry. Latest develop- 
ments in manufacture, new techniques, materials and ma- 
chinery are reviewed in detail by international experts. Full 
reports and coverage of exhibitions, trade fairs. Readership 
is mainly among manufacturers, industrial chemists and 
users. 


The Motor Ship Monthly 3s. 6d. 
With a larger circulation than any other shipbuilding or 
marine engineering journal The Motor Ship deals with the 
design, construction, equipment and operation of ships 
powered by Diesel engines, gas turbines, free-piston engines 
and nuclear plant. Detailed descriptions and plans of new 
ships launched and full coverage of the general field of world 
shipping. 


The Oil Engine and Gas Turbine Monthly 3s. Od. 


The leading journal dealing with the most efficient and most 
versatile prime movers for static or mobile industrial pur- 
poses, and for road and rail transport. This journal gives the 
most complete coverage of both oil engines and gas turbines 
and of technical developments throughout the world. 


Form Mechanization Monthly 2s. 6d. 


Deals with agricultural machinery design and development, 
its manufacture, maintenance, servicing and the application 


Technical Books and Directories 


of machinery to current farming practice. Read by farmers, 
agricultural engineers, manufacturers, tractor and implement 
distributors, technical and advisory authorities in all parts 
of the world. The outstanding European journal in this field. 


The Motor Boat and Yachting Twice-Menthly 2s. Od. 


A journal for all yachtsmen, novice and veteran alike, 
whether power or sail, and for all concerned with the design 
and building, maintenance and running of small craft, 
whether commercial or pleasure. Articles on cruising, fitting- 
out and maintenance, new designs, construction, navigation 
and seamanship as well as illustrated reports of all important 
races and regattas are regular features. 


Light Metals Monthly 2s. éd. 


The only independent European journal devoted exclusively 
to Aluminum, Magnesium and Titanium and their alloys. 
It covers the potential uses, treatment and manufacture of 
these light metals, and all aspects of light metal technology. 
Its readers are engineers, metallurgists, foundrymen, fabri- 
cators and the ultimate users. 


The Overseas Engineer Monthly 2s. 6d. 
Presents latest developments and achievements in British 
engineering of worldwide interest with especial emphasis on 
factory plant and services, civil and electrical engineering, 
earth moving equipment, locomotives and associated equip- 
ment. The Overseas Engineer is read by engineers and execu- 
tives all over the world 


The Motor Weekly 1s. Od. 
Britain’s leading motoring journal provides up-to-the-minute 
news of motoring affairs on a global basis. Full, illustrated 
descriptions of new cars from all countries with cutaway 
drawings and detailed specifications. Authoritative and 
critical road test reports respected throughout the world for 
their objective and unbiased assessment. Touring articles on 
every continent and full reports of International sporting 
events. 


The Commercial Motor Motor Cycling with 
Scooter Weekly Cycling and Mopeds 


These three Temple Press weekly journals have been an 
integral part of their respective industries since the earliest 
days. The Commercial Motor covers every aspect of the 
great road transport industry. Motor Cycling with Scooter 
Weekly and Cycling and Mopeds have been immensely influ- 
ential in the growth and popularity of two-wheeled machines 
and the sport and pastimes surrounding them. 


Over 150 technical or specialized books and directories are published by Temple Press Limited in associa- 
tion with the above periodicals. Serving the needs both of industry and the public, they cover a very wide 


range of subjects related to the fields of the journals. 


Some of the older titles have passed twentieth and thirtieth editions and the demand for Temple Press 
Books, valued as highly authoritative sources of information and instruction, continues to grow in step 


with advancing technical developments. 


All the Temple Press journals are backed by audited circulation certificates. 





ADVERTISING REPRESENTATIVES IN NORTH AMERICA 
NUCLEAR ENGINEERING, THE AEROPLANE AND ASTRONAUTICS, PLASTICS, THE MOTOR SHIP, THE 
OIL ENGINE AND GAS TURBINE, FARM MECHANIZATION, THE MOTOR BOAT AND YACHTING, LIGHT 
METALS, THE OVERSEAS ENGINEER, THE MOTOR, THE COMMERCIAL MOTOR, MOTOR CYCLING WITH 


SCOOTER WEEKLY, CYCLING AND MOPEDS. 


THE ROBERT T. KENYON COMPANY, 527 Madison Avcnue, New York 22, N. Y. Telephone: Pleza 5-1282 


THE PETROLEUM TIMES 


MISS HELEN LAVALLE, 545 Fifth Avenue, Room 713, New York 17, N. Y. Telephone: Murray Hill 2-0478 


All these magazines are published by:— 
Temple Press Limited, Bowling Green Lane, London, E.C.1., England. 
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The overseas newspaper 


is on your doorstep 


And to put it there, where you can study and use it has been the 
duty and pleasure of the Powers Organization for over 35 years. 
In dealing with Powers, the advertiser or advertising agency in the 
United States, Great Britain or elsewhere, is for all practical pur- 
poses dealing directly with the publisher in every sense of the word. 


Powers offices are a reliable and prompt source of market and media 
information. Behind every Powers representative stands the com- 
bined knowledge accumulated during our 35 years of experience 
and of over 100 newspapers and periodicals of international repu- 
tation. Newspapers as famous as AFTENPOSTEN, ASAHI SHIMBUN, 
BERLINGSKE TIDENDE, HJEMMET, THE MELBOURNE HERALD, THE 
MonTREAL STAR, THE NEw York TIMEs, LA PRENSA, SVENSKA 
DacGBLADET, THE WASHINGTON Post, WEEKEND MAGAZINE, among 
many others, are represented by Powers offices. While we are happy 
to have you place your orders for these papers with us, and we be- 
lieve that this direct method of placement is often the best in deal- 
ing with some territories, we recognize that there are often strong 
reasons for working with local advertising agencies and subsidi- 
aries abroad. 








Whether you place directly or through associates, or are merely 
interested for purposes of supervision, Powers offices exist to give 
you the facts about our media and markets in Africa, Australia, 
Japan, Latin America, the Middle East, Northern Europe and the 
West Indies. 


THE JOSHUA B. POWERS ORGANIZATION 


U.S. A.: JOSHUA B. POWERS, INC., 551 FIFTH AVENUE 
NEW YORK 17, NEW YORK, Tel: MURRAY HILL 2-1935 


UNITED KINGDOM: JOSHUA B. POWERS, LTD., 27 COCKSPUR STREET 
LONDON, S.W.1, Tel: WHITEHALL 3366 


ARGENTINA: JOSHUA B. POWERS Y CIA., MAIPU 92 
BUENOS AIRES, Tel: 33-4152 


MEXICO: JOSHUA B. POWERS, INC., AVENIDA JUAREZ 56 
MEXICO, D.F., Tel: 21-22-37 


JAPAN: JOSHUA B. POWERS, INC., ASAHI SHIMBUN BUILDING, (Room 615) 
YURAKUCHO, CHIYODA-KU TOKYO 











Meet your ABC-International TV man. 


He’s got exciting news for you about the start of 
operations of the new four-market Venezuelan TV 
network, with its key station, CVT, in Caracas. And 
your ABC-International man has additional good 
news about the increased coverage of the Central 
American Television Network whose five member 
stations are now doing a high-powered TV selling job 
in Guatemala, El Salvador, Costa Rica, Honduras and 
Nicaragua. Guayaquil, Ecuador, also has recently 
gone on the air as an affiliate of ABC-International. 


Now you can buy TV coverage in all or some of these 
important Latin-American markets with a single, 
centralized TV advertising contract from ABC-Inter- 
national. Join such advertisers as American-Stand- 
ard, Goodyear, J. B. Williams, Kayser-Roth, Murine, 
Nestle, Pan American, Parker Pen, S. C. Johnson, 
Vick Chemical, Westclox and others buying Latin- 
American TV through ABC-international. Meet your 
ABC-International TV man soon! ABC-International, 
7 West 66th St., New York 23, New York, SU 7-5000. 
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HIGHLIGHT FACTS 





PACIFIC 
AVERAGE 
INCOME 

$10,678 


EUROPEAN 
AVERAGE 
INCOME 
$10,989 


...another reason why it’s good business 








% % ‘ ; 
sseiaee | Cates to sell via Newsweek International 
Readers per copy 6.1 7.5 
You judge a magazine's ability to help you sell your product 
Officer, Director or or service on three counts: 1) The nature of the editorial 
Partner of Company 42.2 50.1 content. 2) The number and location of your prospective 
Sen Cer 74.2 57.1 buyers who read the magazine. 3) The characteristics of 
these prospective buyers. 
Travel Outside Country: 
Business 47.0 315 The highlight facts above and at the left have been taken 
Vacation 71.8 34.5 from one of the most careful and exacting 
pieces of international media research 
Hold Securities 73.3 68.9 . ; 
ever made. It is apparent that the audience 
Own Room Air Conditioner 11.1 29.3 drawn to Newsweek International 





Send for your free copy of “The Readers” 
(Newsweek Pacific or Newsweek European) 





constitutes one of the most effective 
markets, in terms of caliber and 


size, you could ever seek. 






NEWSWEEK 
INTERNATIONAL 


EUROPEAN « PACIFIC 








A basic International advertising force 








PAST PRESIDENTS 
OF THE 
INTERNATIONAL 
ADVERTISING 
ASSOCIATION, INC., 
NEW YORK 








INTERNATIONAL 
ADVERTISING 
ASSOCIATION 
AWARDS 
















Shirley F. Woodell 
Peter S. Christie 
J. J. Clarey, Jr. 
Frederick Moeller 
J. J. Clarey, Jr. 
Robert H. Otto 
Harley Lewis 
Joshua B. Powers 
Arthur A. Kron 
William S. Honneus 
Charles F. Rork 
George H. Giese 
Jere Patterson 
George F. Kendall 
Vincent Tutching 
Eimo C. Wilson 






Goar Mestre, Director General, 
Circuito CMQ, S.A., Havana, Cuba 


Joshua B. Powers, President 
Joshua B. Powers, Inc., New York, N.Y 


Fitzhugh Granger, Manager, Merchandising 
Services, Foreign Operations, 
International Harvester Co., Chicago, III 


Paul R. Kruming, President 
National Export Advertising Service, Inc 
New York, N.Y. 


W. B. B. Fergusson, Vice President 
Colgate-Palmolive International, 
Jersey City, N.J 


Walter Sauer, Advertising Manager 
Home Products International, Ltd. 
New York, N.Y. 


James L. Gilbert, Executive Vice President 
International Advertising Association, Inc. 
New York, N.Y. 


Arthur A. Kron, President 
Gotham-Viadimir Advertising, Inc 
New York, N.Y. 


Seis W. Neumann, Advertising Manager 
Philips Gloelampfabrieken, N.V 
Eindhoven, Netherlands 


Shirley F. Woodell, Vice President 
J. Walter Thompson Company 
New York, N.Y 
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GENERAL PROJECT 
GROUP GROUP 





TECHNICAL PROJECT 





Advertising 
Association 


e In its March issue, THE INTERNA- 
TIONAL ADVERTISER announced the for- 





SIX HEADQUARTERS 
MEMBERS PLUS 

ONE MEMBER 

FROM EACH CHAPTER 





AUTOMOTIVE 
DRUGS 
INDUSTRIAL 

ETC (AS NEEDED) 


FOOD 


























mation, within the International Adver- 
tising Association, of two working groups 
designed to embrace and strengthen the 
activities of the entire Organization and 
operating through all its chapters. 

The functions of the General Project Group were 
described at length. It is to study courses of action on 
general advertising problems and to develop programs 
for the entire membership. It is hoped that these 
evaluations will result in practical recommendations 
and the formulation of position papers for the Associa- 
tion as a whole. : 

Oscar Cornejo, chairman, and Sylvan Barnet, co- 
chairman, will be assisted at headquarters by James L. 
Gilbert, H. L. Hulbert, Monte Johnson, Joseph L. 
Palmer, Baxter Reese, Robert Smith and Eugene 
Weyeneth. The following members have agreed to 
serve on the General Project Group as representatives 
of their respective chapters: 


Jere Patterson and Kenneth Godfrey for the New 
York Chapter; 

Sanford Curtiss, Lake Erie Chapter; 

Eugene D. La Sota, Chicago Chapter; 

Robert Dellinger, Los Angeles Chapter; 

J. da Cunha, Holland Chapter; 

P. H. Palmer, United Kingdom Chapter. 


As additional chapter representatives are appointed 
by their respective chairmen, their names will be 
listed in THE INTERNATIONAL ADVERTISER. 


At the first meeting of the headquarters group of 
the General Project Committee, it was decided to 
formulate as rapidly as possible an agenda of subjects, 
in which both headquarters and the chapters are most 
interested, for general discussion and action during the 
coming year. 

These will be referred to the Project Group chair- 
man in each chapter within the next six weeks. They 
will be invited to indicate which subjects are most 
important and to add any others of particular interest 
to the association as a whole. 


WORK DIRECTLY 
WITH ALL CHAPTERS 





L 


+ 


WORK WITH CORRESPONDING 
MEMBERS IN EACH CHAPTER 


Organization Plan of the 1AA Task Forces 


Based upon their replies, a general project plan of 
action for 1961 will be formulated. 

The General Project Group intends to meet at least 
six times a year. In the case of drafting position papers, 
the following procedures will be followed: 

A. A recommended draft will be sent to all chap- 
ters for comment and review. Chapters will send head- 
quarters their replies within a limited amount of time. 


B. At the next meeting, the Headquarters Group 
will synthesize these replies and redraft the official 
position of the IAA. 


C. This official position will be communicated to 
the chapters for their action and returned to head- 
quarters by the following meeting. 


D. Headquarters will then adopt this position as 
the official policy of the IAA, giving due recognition 
to any minority positions. Official position will then 
be communicated to THE INTERNATIONAL ADVER- 
TISER and to the public relations committee of the 
IAA for world-wide ,dissemination. 


The other task force is to be known as 


The Technical Project Group 


It will consist of headquarters chairmen of industry 
groups such as food, drugs, automotive, chemical, 
tobacco, liquor and beverages, industrial machines, 
etc. Each industry group will consist of the head- 
quarters chairman plus a counterpart member in each 
of the chapters, to be appointed by each chapter 
chairman. 


The following have been appointed as headquarters 
chairmen of the Technical Project Group: 


Edwin J. David, International General Electric— 
Appliances; 
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Robert M. Whitney, Yale & Towne—Industrial; 

Franc Finn, Drake America—Automotive; 

William H. Trotter, American Cyanamid—Chemi- 
cal; 

John W. Saunders, Home Products International— 
Drugs-Pharmaceutical; 

Frederick Fleischman, Pepsi-Cola International— 
Food, Beverages and Tobacco; 

Harold D. Naideau, Avon Products—Toiletries. 


Industry Group Functions 


The functions of each industry group within the 
Technical Project Group are: 


a) to organize itself as an international working 
group on an industry basis. 

b) to exchange information between chapters on 
an industry basis, such as reports of interesting 
case histories, reports on new industry develop- 
ments in each chapter area, reports on industry 
meetings sponsored by the IAA in each area. 


c) to do continuous work throughout the year, by 
industry group, in preparation for the workshop 
discussions at the annual world Congress. 


Functions of Industry Group Chapter Members 


In each chapter, the member appointed to work 
as industry project group representative will be re- 
sponsible for: 

a) answering all specific inquiries referred to his 

area on the particular industry involved. 

b) organizing special group meetings for members 
and non-members in order to discuss specific 
projects and exchange ideas. Such activity, espe- 
cially among non-members, will serve to spread 
the influence of the IAA locally and to attract 
new members. 

c) reporting these meetings and other activities to 
his headquarters chairman for further dissemi- 
nation. 


d) notifying his headquarters chairman of travel 
itineraries of important IAA members in his 
industry and in his area, so that the information 
can be disseminated through the speaker’s bu- 
reau at headquarters. 

e) report case histories to his headquarters chair- 
man for further dissemination and for possible 
use in THE INTERNATIONAL ADVERTISER. 

f) correspond directly, if necessary, with his oppo- 
site number in other chapters. 





e The Swedish Advertising Agency, Wilh. Anderssons 
Annonsbyra, issues a quarterly bulletin in English 
which is distributed free of charge (all they ask is 
$1.00 per annum to cover postal charges) to a large 
number of advertising agencies and advertisers out- 
side of Sweden. This quarterly report deals with 
marketing and other facets of the Swedish economy. 
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The new Time & Life building, as presently envisioned to rise on 
Avenue Matignon in Paris. 


PROPOSED CONFERENCE ON MARKETING 


®@ The U. S. Council’s Commissions on Distribution 
and Advertising of the INTERNATIONAL CHAMBER OF 
COMMERCE have expressed concern at the difficulty 
experienced by United States manufacturers in com- 
peting on foreign markets. It has been recognized that 
these difficulties are largely due to the fact that Amer- 
ican exporters have overlooked the need to export not 
only their products, but also their marketing tech- 
niques which are rarely used by their representatives 
and agents abroad. 

With the creation of the Common Market it has 
become increasingly important for European dis- 
tributors to employ the best marketing methods. The 
generalized use of such methods is essential in order 
to raise the general standard of living and improve 
the functioning of distribution throughout the world. 
As this is a subject of universal interest, the U. S. 
Council thought that the ICC was particularly well 
placed to bring before businessmen the fundamental 
importance of modern marketing methods and to 
give them some striking examples of their effective- 
ness. 

A conference based on this theme and first limited 
to Europe (it being understood that similar events 
would be subsequently organized in other areas of 
the world) would attract the top management of many 
industrial and commercial undertakings and there- 
fore contribute to increasing the ICC’s prestige, while 
at the same time underlining the practical value of 
the work of the Commissions on Distribution and 
Advertising. 

These Commissions have therefore requested the 
International Headquarters of ICC to plan a Market- 
ing Conference to be held in Europe in 1962. 
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MERCHANDISING 
“A SPECTACULAR” 


e Pan American World Airways ran an 8-page full 
color insert in the January 23rd edition of Life en 
Espanol, the largest single ad this edition has ever 
carried—to the tune of $42,000! 


This “spectacular”—as they call them in the movies 
—has apparently had a tremendous impact, on travel 
agents, on travel conscious Latin Americans . . . and 
on international advertising circles. 


Pan Am purchased 50,000 copies of the insert at 
$40.00 per 1,000 (a price impossible to match unless 
printed as an overrun of the magazine order). These 
were boxed in small quantities and shipped to Miami 
for distribution by Pan Am to their travel managers 
and travel agents in Latin America. 


To Pan Am were delivered approximately 1,200 
copies of the insert. Each was in a special envelope 
with a covering letter from Bob Smith, Ad Director 
of Life en Espafiol. The letters and envelopes were 
individually addressed to Pan Am’s list of travel 
agents and sent to Pan Am Latin American managers. 


The mailing pieces were sorted by city of destina- 
tion so that the manager on the spot could either 
deliver by messenger or mail each piece to the ad- 
dressee. Because of the corporate relationship between 
Pan Am and Panagra, different envelopes were 
printed for distribution in Panagra territories. 

To extend the time span of interest in this major 
advertising-selling effort, the publication made ar- 
rangements to mail postcards from Rome, Tokyo, and 
Mexico City to the same travel agent and Latin 
American managers lists. The message and address 
on these postcards were handwritten in Spanish. The 
message read approximately as follows: 


“Having a wonderful time in Rome (Mexico City, 
Tokyo). It’s just as fabulous as Pan Am suggested in the 
January 23 issue of Life en Espanol. (Signed) Luis and 
Maria” 


An 8” X 11” sheet was developed with the Pan Am 
logo in the upper left and the “Se Annuncia en Life 
en Espanol” logo in the lower right. There was a spot 
marked on the paper and a message in Spanish, 
“Touch burning cigarette on this spot.” When ignited 
the words “La Linea de los Jets” burned out of the 
paper. 

Finally, through their agency, J. Walter Thomp- 
son, Pan-Am scheduled 70” newspaper advertisements 
in 19 major Latin American newspapers, referring 
the reader to Life en Espanol’s Special Issue and the 
Pan Am insert. These ads stressed the “excursion con- 
cept of air travel” and were directed to the new travel 
market in Latin America’s growing middle class. 


This all-out advertising-selling effort seems to be 
unique, at least in Latin America, as a complete mer- 
chandising campaign with local newspapers to open 
a new market—middle income travel: 


In Latin America 


3 OUT OF 5 SALES 
TO INDUSTRY 


are made to textile mills 


Dominating the industrial scene from Mexico to 
Argentina are Latin America’s 4,182 textile plants, 
producing the clothing, accessories, and household 
linens for 180,000,000 people. Production of tex- 
tiles is the most widespread and diversified manu- 
facturing operation in the area with the highest 
total of employment. 


Latin America’s first textile business magazine is 


VIDALLES 


PANAMERICAN 
Publishing Co., Inc. 


New York 18, New York 





570 7th Avenue, 








WANT TO SELL 


FARMERS OVERSEAS? 





Y our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA WORLD 
de las AMERICAS FARMING 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 
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international Research 
(continued from page 7 ) 


We must study the competition, importers, manu- 
facturers and assemblers. Brands, types of products, 
price ranges, quality, performance and design. Prevail- 
ing discounts to the trade. Types of sales organizations, 
prevailing methods of compensation. 

We must study the competitors’ organization, num- 
ber of salesmen, type of supervision. How do they sell, 
service, promote and advertise? 

And do not forget the human factors. In studying 
competition in Britain, an American manufacturer 
found a dissatisfied sales manager who is today 
Managing Director of his British plant and doing a 
great job. 

You want to study your product. Should it be re- 
designed or modified? Will a simpler design fill the 
consumer’s needs better, at a price they can better 
afford? 

In essence, a company that engages in overseas 
manufacturing should be ready to become a part of 
the country, to live, grow, and progress there. To 
participate in the whole economic and social complex. 
It has to find out what is required to attain its business 
objectives; it also has to study and find out what it 
takes to execute its social responsibilities. 

No overseas investment can be justified until the 
best marketing research techniques available have 
been applied to study every single economic, political, 
social and psychological factor affecting operation. 


Engineering the Foreign Market Study 


Whether in export sales, licensing or manufacturing 
overseas, the elements of a market study plan are 
similar in general nature, different in amplitude and 
depth. Your problem is not different from that of a 
man studying California, or the South, or the Mil- 
waukee County market, so we can start by applying 
the five basic elements of market research. 


1. Define the problem and establish your goal. 

2. Decide what information is required to answer 
the problem. 

3. Determine where and how to get the facts. 

4. Get the information. 

5. Analyze your findings and set forth your answers 
or alternatives. 


Defining the problem: Your problem could be one 
of general nature, which countries should be con- 
sidered for licensing, or a very specific one — why 
your sales are declining in Colombia. But in any case, 
it should be clearly defined so as to eliminate waste 
and lost motion. 

Once you know what is wanted you will be wise to 
make a general review of the problem based on pub- 
lished data, government reports, information from 
overseas banks, foreign personnel or field travelers. 
This will enable you to get into the second stage, 
information required, with a better idea of what is 
available and what is missing. 
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Deciding the information required: We have men- 
tioned before some of the factors to be studied under 
different situations, but only your specific problem 
can be the guide as to the quantity and quality of 
information needed in each case. For our purpose let 
us suppose you are studying a country with the aim 
of manufacturing durable consumer goods locally. 
What information would you need? 


Economic factors: You need data on population, 
trends and rate of change, total income per family, 
average family size. It is important to classify your 
number of families into high, median and low income 
groups, but beware of a too general assumption on the 
income group that will buy your products. Factual 
analysis may reveal that the income figures that 
appear realistic to our minds, or to that of local people, 
could be completely divorced from the facts. 

You also need to know average wages, gross national 
product, electrical output and characteristics, number 
of households with electric current or gas, climate, 
topography, value of imports and exports. 

It is also important to know your utilities, both gas 
and electric, their total coverage, their rates and 
planned increases or decreases, their plans for expan- 
sion within two years, five years, ten years. 


Product information: Under this heading you need 
trade figures, both imports, exports or local produc- 
tion, and you will want to divide them by types and 
prices. Ten thousand water heaters may have very 
little meaning if 50% of them are just faucet type or 
immersion heaters. You will also want to know the 
product dissemination, percentage of families owning 
the product, pattern of growth, desire to buy, and 
prospective buyers’ concentration by internal market- 
ing areas. We cannot overemphasize the importance 
of refining this information as much as feasible. A 
decision based on data of general nature could result 
in a very costly mistake. 


Competitive information: You want to dissect the 
market and determine brand preferences, by type and 
price range; which are the companies that manufac- 
ture or import, how much they are selling, which are 
their products’ characteristics of quality, appearance, 
and performance. 

Analyze your competitors’ marketing activities, 
their sales organization, their discount schedules, their 
trade relations, good or bad, and why; study their 
credit methods and their repair service facilities; do 
not forget to apprise carefully their advertising and 
sales promotion efforts, available media, quality of 
advertising services, advertising rates and what they 
emphasize in their advertising. In short, find out who 
your competitors are, their strong points and their 
weaknesses. 

Channels of distribution: Study the wholesalers and 
retailers that sell the products, their brand identifica- 
tion and selling methods. But do not forget to study 
the possibility of using other methods. Avon, house- 

(continued on page 16) 



































iS MINUTES 
OF YOUR TIME 
COULD MEAN 
NEW SALES 
TO 


LATIN AMERICA 


f a VISION representative could spend 15 minutes with 
you, the facts he’d provide might lead to one of the 


most profitable advertising investments you’ve ever made. 


Here’s some of the initial ground the two of you might 
cover in exploring measurable routes to Latin American 
management men: 


By way of introduction, your man from VISION might 
take you through a typical issue of Visién (Spanish) to 
show you why this largest of all newsmagazines in Latin 
America is of such special value to local industrialists 
and government officials. 


He could then produce a few statistics (or as many as 
you'd like) from surveys showing: Visidn’s coverage (83% 
of readers are in industry, business or agriculture, 14% 
hold government positions) ...its executive readership 
... the known purchasing responsibilities of readers (as, 
for instance, how many readers actually buy lubricants, 
typewriters, trucks, generators, etc.) 


From an O.C.C. (Office of Certified Circulation) audit, 
you'd learn how the more than 130,000 copies per issue 
(79% subscription-delivered) are spread over the 19 
Spanish-speaking countries of the hemisphere, closely 
paralleling present market potential. 


A rate card would answer your questions about the 
cost of reaching all readers (full international edition — 
130,000)...or those in Mexico only (40,000)...or those 
outside Mexico (90,000). 





Probably, too, you'd want to see what others in your 
field are now doing. The Rome Report on Export Adver- 
tising to Latin America will show you in detail and 
demonstrate, incidentally, that in most industrial and 
commercial categories, more money is invested in 
VISION publications than in any others in Latin America. 


If you are especially interested in the fast-growing 
Brazilian market your VISION representative could give 
the same kind of detailed information on Visdo, locally 
published cousin of Visién, with an O.C.C.-audited circu- 
lation of over 55,000 and more advertising per year than 
has ever run in any other magazine in the area. 


Or, for your specialized selling to factory management 
in Brazil, he could introduce you to O Dirigente 
Industrial (The Industrial Executive)—the most modern 
and most useful locally published “tradebook” in Latin 
America, with a carefully selected controlled circulation 
of more than 18,000. 


EVEN MORE IMPORTANTLY, perhaps—if you'd extend 
that original 15 minutes for a discussion of your own prob- 
lems and goals in hemisphere selling — your visitor would 
draw on VISION’s ten years of concentrated study of Latin 
American marketing, and his own extensive contacts with 
other manufacturers, for information and experiences which 
could help you to more sales. 


Why don’t you call or write VISION’s advertising manager, 
Erik Nielsen, (photo above) for an appointment with him 
or the VISION representative nearest you? Your call could 
lead to an interesting 15 minutes... an hour, if you'd like 
... or even, we hope, to a lasting friendship. 


VISION Inccrporated ¢ Vision Bumpinc * 635 Madison Avenue * New York 22 * MuUrray Hill 8-7500 













international Research 
(continued from page 14) 


to-house toiletries, sells 26% of all shaving lotion sold 
in Puerto Rico, 26% of all deodorants, 27% of all 
lipsticks, 23% of all nail polish, 33% of all face 
powder* ... and six years ago house-to-house sale of 
toiletries was unknown in Puerto Rico. 

Social factors: How is your product regarded as a 
status symbol? If a refrigerator . . . will it go in the 
kitchen or the living room? Is your product considered 
a luxury item? a necessity? 

There are many more sociological and psycho- 
logical factors that will come up as you go along in 
your study. Some may be important enough for you 
to try to find out more about them. It all reverts back 
to knowing José as well as John Doe. 

Obtaining the information: Now we must determine 
where and how we are going to get the information 
required. We must consider, too, who will make the 
research. If you go to an outside market research outfit 
it must be one experienced in your type of product 
and in your markets, and that may be difficult to 
obtain. If you try to do the research on your own, you 
may find yourself shorthanded and too busy in the 
normal course of business to give it all the attention 
required. Your domestic research staff will indeed 
know your product very well, but may lack foreign 
experience, and the result may be costly in time and 
expense. 


* Vara Consumer Analysis 


Indeed, the best would be a combination of the 
three: your domestic marketing organization with 
their product know-how and U. S. experience; the 
foreign research agency, with its contacts and over- 
seas research know-how; and your own international 
department with the specialized knowledge of the 
markets, sales contacts, foreign-based personnel and 
general international trade outlook. 

The international market researcher has to canvass 
the world for significant developments, political com- 
mercial, industrial and others of a more general 
nature. Our overseas markets are changing from day 
to day. Some areas are closing their doors to exports, 
others are opening up. Some countries are growing so 
fast and creating new industries at such accelerated 
tempo that almost overnight there may be a market 
for more sophisticated industrial products, better 
appliances, or even luxury items. 

The market researcher who keeps aware of all these 
developments, who canvasses his markets for informa- 
tion and studies and analyzes it in terms of oppor- 
tunities for his company, who becomes able to anti- 
cipate trends and recommend constructive action, will 
surely become an important asset to any international 
organization. 


(The above article is based on a lecture given at 
Marquette University by our member Augustin C. 
Collazo, Manager of the Export Division of Klau-Van- 
Pietersom-Dunlap, Inc., Chicago advertising agency, 
at the invitation of the Milwaukee World Trade Club 
—The Editor.) 





HOW T0 GET 


ONE YEAR'S ADVERTISING 


The September issue of Latin America’s hospital 
journal is published, every year, as a Buyers’ Guide 
and product directory. It lists the major products 
bought by hospitals and tells where to buy them 


in each Latin American market. 


Consequently, that issue is kept by the people 
responsible for hospital purchasing and used as a 
reference throughout the year. Advertising in it is 
seen and seen again. It is a tremendous producer 
of usable inquiries. 


Hospitals account for an enormous volume of all 
kinds of business. They serve 12,000,000 meals a 
day; wash tons of laundry. They buy everything 


from building and maintenance supplies through 
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FOR ONE MONTH'S COST 


medical products to air conditioning and recrea- 
tional equipment. 


In Latin America, 54.5% of the hospitals are gov- 
ernment owned. They and the other 45.5% have a 
high priority for dollars wherever controls are in 
effect. 


To reach them all year long, reserve space now 


in the Buyers’ Guide issue. It closes June 23. 


EG HOSPITAL 


PANAMERICAN 





Publishing Co., Inc. 


570 7th Avenue, New York 18, New Yor 
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Internationdl, Inc. 
INTERNATIONAL SALES PROMOTION 


38 W. BETHUNE—DETROIT 2, MICHIGAN 
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How GOOD 


a market is 


Latin America? 


The SPANISH 
DAIRY MAGAZINE 


The Latin American Dairy Industry 
is growing, and INDUSTRIAS Lac- 
TEAS is the only Spanish language 
magazine exclusively for the Milk, 
er, Cheese, Ke Cream and Dry 
Milk Plant Owners and large herd 
owners in Mexico, Central ss 
South America, Cuba, Puerto Rico 
and the Caribbean area. 


8500 controlled circulation. Span- 
ish translations at no extra charge 
by our native Spanish editors. 
BaW poge, $200, six times; $180, 
twelve time rate. A full schedule 
NOW will put you on top of this 
growth market for tomorrow! 


(July is BUYERS’ GUIDE issue) 


INDUSTRIAS 
LACTEAS 


1602 HAROLD ST., 
HOUSTON 6, TEX. 








| For A BIGGER BITE OF 
THE LATIN AMERICAN 
BAKERY, FLOUR MILLING, 
COOKIE-CRACKER AND 


SPAGHETTI INDUSTRIES 


Use the only industry-wide Spanish 
language magazine reaching the 
9500 leading plant owners of 
Mexice, Central and South Ameri 
a, Cuba, Puerto Rico end the 
Caribbean. 


We know the market; we Speak 
their language. We make you and 
your products a part of this grow- 
ing industry 


(uly ts BUYERS’ GUIDE issue) 





PANADERO 
LATINOAMERICANO 


(also publishers of The 
Southwestern 8aker in English ) 
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1602 HAROLD ST., HOUSTON 6, TEX. 
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,» 'UNA HORA al mes 


¢ para estar al dia! 


AMERICA 


= CLINICA 


AN HOUR a month 
to keep up to date... 





that’s one reason why so many busy doctors have 
read this journal regularly for the past 21 years. 


PANAMERICAN 


Publishing Co., Inc. 


New York 18, New York 





570 7th Avenue, 
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e Robert F. Kendall, vice president of Gotham-Vladi- 
mir Advertising, Inc., New York, is currently a member 
of the U. S. Trade Mission to Ceylon, Malaya and 
Singapore. 

G 


e R. G. K. (Ted) Anson has been named North Ameri- 
can Director for CPV International with headquarters 
in New York. Anson was formerly marketing director 
for CPV in Paris and before that worked in New York 
for eight years handling market research, marketing 
and advertising. He replaces Jerry Roberts who has 
returned to the London office of Colman, Prentis & 


Varley. 
G 


e Philip B. Gurvich, formerly account Supervisor with 
Young & Rubicam International, has joined Robert 
Otto & Company, Inc., as Account Supervisor and 
Assistant to the President in New York. 


G 


e Rufus Choate and William V. Ricglane, both vice 
presidents of Gotham-Vladimir Advertising, Inc., New 
York, have joined the Board of Directors and Daniel 
C. Kaufherr has become a senior vice president. 


G 


e Gerald Broidy has been named director of Time-Life 
International’s marketing services. Under his super- 
vision, the operation will, in effect, serve as an internal 
advertising agency for the five international editions 
of Time and Life. 


“Planned Obsolescence” 


Notes Publicitaires—a flier issued by the daily Der 
Beobachter of Basel, Switzerland—tells of the Ger- 
man Parliament member, spokesman for the opposi- 
tion, who rose against advertising by saying that “the 
consumer was practically enslaved by advertising, 
whose sole aim was to make him.dissatisfied with what 
he already owned.” Whereupon a member of the gov- 
ernment party replied, to general merriment, it was 
not fitting for this issue to be raised by a member of 
the opposition whose sole aim, after all, was to make 
the voters dissatisfied with what they already had. 



























ADVERTISERS... 
AGENCIES... 
MEDIA... 


Five years of research have gone into the prepara- 
tion of this manual which is designed to present 
the basic precepts of International Advertising 
Standards and Practices. This is a final 


compilation, based on the original draft te 
which was previously circulated to all ] NTR 
IAA members and on their comments a “RNA 


and suggestions. 


From the Table of Contents: 


Advertisers: Code for advertisers; functions 
of an advertising department; fixing 
advertising responsibilities. 


Agencies: Full agency service; agency stand- 
ards and practices; suggested forms. 


Media: Newspapers — General Audience and 
Business Magazines — Transportation 
and Outdoor Advertising — Films and 
Slides. Standards of Production; rate 
card provisions; efficient handling of 
advertising orders and materials. Media 
Representatives. 


Market and Data Research: Outline 
of Presentation of Basic Data 
by all media. 

















Whether you are a novice in Gentlemen: 


the international field or a 
seasoned veteran, this man- 
ual will be of value to you. 


STANDARDS AND PRACTICES. Enclosed is $ 





SPECIAL PRICE FOR IAA MEMBERS $5.00 
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INTERNATIONAL ADVERTISING ASSOCIATION, INC. 
Hotel Roosevelt, 45th & Madison Ave., New York 17, N. Y., U.S.A. 


Please send me my copy of INTERNATIONAL ADVERTISING 


Price $25.00. Special Price NS en KO Rds oKurdipew ie dicate es Wate ee 

to IAA members $5.00. PIII Aix tito oe Ly GN race se re 
REE ons. s15 Bocis, Sv cus a A ao oie Eee 
SUS 3:54 w ictoos Syed, Sh voli rere ee oe COUNTRY 


(C0 Please send information on membership in the IAA 





How to Reach 65,000,000 Customers 
with one phone call... 


Nothing to it: call the Reader’s Digest, tell them what scare you. The Digest will perform exactly the sami 
you want and before you know it your advertisement will service for you no matter what market or how mai 
be in the hands of 65,000,000 sales prospects in 110 customers you want to reach. You can pinpoint ye 
countries in 13 languages with the Digest doing all the sales effort as fine as you want through the Digest’s 
work. editions at the lowest cost-per-thousand, here or abroat 

Yes, all the work — translation, production, adapta- that it is possible to obtain. Got a phone handy? 
tion, black-plate changes and, if you want them, special 


units, booklets, split-runs, merchandising aids and special e . 
man eaders Diges 


HOWEVER, don’t let that number — 65,000,000 — 





